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ORDER FROM YOUR DISTRIBUTOR 


ATLANTA 
Melvin S. Roos 


BALTIMORE 
William's Corp. 
BOSTON 
Eastern Displays, Inc. 


BUFFALO 
Samuel C. Dutch & Son 


CHICAGO 
Hecht Fixture Co. 


CINCINNATI 
General Display Corp. 


CLEVELAND 
Pribil Display & Sup. Co. 


DENVER 
Walter W. Martin 


TROIT 


DE 
The Art Products Mfg. Co. 


KANSAS CITY 
National Equip. Co. 


LOS ANGELES 
Grossman & Silvers, Inc. 
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Nation- Wide 
Display Service 


hand. 


product. Won't crack or split. 
enamel with tinted fingernails. 


without delay. Order yours today! 
READING FROM TOP TO 


No. F1814R LONG GLOVE HAND—!5 
No. F1813R SHORT GLOVE HAND— || © 


No. F1815R MEN’S GLOVE HAND— !2 
No. F1818R 


No.18I4R 


MIAMI 
Samuel C. Dutch & Son 
MINNEAPOLIS 
L. E. Hier Display Equip. Co. 
NEW ORLEANS 
Gulf States Display 
PHILADELPHIA 
Naythons Display Fix. Co. 
PITTSBURGH 
DeWeese Display Equip. Co. 
PORTLAND 
Northwest Display Equip. 
ST. LOUIS 
Midwest Display Equip. Corp. 
SAN FRANCISCO 
Kehoe Disp. Fixture Co. 
MONTREAL 
Miller’s Display Fix., Reg’d 
HONOLULU 
Bader and Co., Hawaii 


NEW YORK 
43-51 West 36th St. 


» No. 1815R 


Noueisn 


units are today's "Safest Bet for Steady Sales”. 
manufactured with the latest improved molding and vulcan- 
izing equipment, to assure maximum flexibility in the finished 
Finished a natural flesh 
Start profits SALEing upward 


Up 


' ON THE 


BUYING URGE! 


Nothing commands attention more forcibly than the human 


That's why these new KORRECT-WAY *RUBBERITE 


All are 


BOTTOM 


No. LF1518R BAG STAND—Shows all sizes. 14° hig 
EACH ; bes ee ener es : $3.95 
No. GF1629 GLOVE HAND SET—COMPLETE $5.75 
Available separately as follows: 

No. F1629A—!5'' hand. EACH $3.25. 

No. F1629B—!1'%'' hand. EACH $2.50. 
No. F1819R HOSIERY HAND—W il! not tear or mar the 
sheerest stocking. 17 high. EACH $2.95 


high. EACH. .$2.75 
high. EACH. .$1.50 
high. EACH. $1.95 
TICKET HOLDER 


5’ high. EACH $0.95 

y No. F1781R RING 
HOLDER — 5" high. 

EACH . $0.95 


*RUBBERITE 
Made with finest 
grade Latex 
rubber. 
































@ Trim as the streamlined yachts it harbors... and just as 
water-proof. , .isthe plywood exterior of the new Marina Mart 
in Seattle, Wn. The type of Douglas Fir Plywood used is ‘‘grade 
trade-marked’’ EXT-DFPA. The plies are hot-pressed together 
with a synthetic resin bond and are guaranteed by the manu- 
facturer against separation. 
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@ Don’t be afraid to bend Douglas Fir Plywood wall- because it works easily with all tools and is puncture- 
board It will form pleasing curves like those in this proof. Displays like this can be moved without danger 

alem, Oregon, fair exhibit without breaking. Douglas of the plywood cracking or going to pieces, set up and 
re-used time and time again. 










Lef your eomagmalior 
Run Wild... 
Douglas Fir Plywood will back you up! 


@ You're suddenly struck with an idea that’s a world beater! 
You sketch it out on paper. It still looks good. How can you 
make sure it will look as striking when built? Just do this: Use 
Douglas Fir Plywood. This ‘““modern miracle in wood” will 
perform wonders for you. You can bend it, cut it into intricate 
designs, drive nails or screws at the very edge .. . still it won't 
crack or split. The big panels are lightweight yet so stiff and so 
strong that little bracing is necessary. Because Douglas Fir 
Plywood is real wood that comes sanded satin-smooth, you can 
finish it any way you desire. The life of a Douglas Fir Plywood 
panel isn’t over with one use. You can use it over and over 
again, making your display budget go many times as far. 
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@ Here's another outstanding Seattle installa- 
tion.The Arctic Fur Co. built the backgrounds of 
all seven of its windows from Douglas Fir 
Plywood because the smooth, plain surfaces 
accent the color and richness of the furs yet are 
= onmente® so durable they will not need frequent replace- 
ment or refinishing 









GENUINE SPECIFY DOUGLAS FIR PLYWOOD 
BY THESE "GRADE TRADE-MARKS” 
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Your customers for 
graphic arts and display 
materials want a lot of things. 
Colors, finishes, tools, equir 
ment. Many insist upon their 
favorite brands. All want the 
best. Many need technical help 
and buy where they get it. All 
demand quick service. 

That is why Sherwin-Williams 
Graphic Arts and Quali-craft 
Distributors have the inside 
track in the race to more and 
better business. They have the 
thousands of items display men 
need, yet their stocks are eco- 
nomical in size—supplemented 
by five super-warehouses, stra- 


<™ SEND THIS COUPON NOW! 


tegically located. Their service 
is quick, efficient. They can offer 
technical help unsurpassed in 
the field. And behind all this, 
they have the tremendous sell- 
ing-power and customer-prefer- 
ence of the greatest names in 
graphic arts finishes, display 
materials — Sherwin-Williams 
and Quali-craft! 

Plan now to get acquainted 
with our nationwide sign and 
display service. Your custom- 
ers demand the service this 
franchise offers. Just send cou- 
pon. No obligation. The Sher- 
win-Williams Co., Cleveland, 
O., and all principal cities. 
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OR Nu TONE — 6 feet high. Min-event scenes on side units with carved figures FOR INTERWOVEN — 6 feet high. The famous ‘‘Yankee Doodle" provides a 
amatize the contrast between NUTONE Chimes and ordinary door bells. Merchandise grand theme for this Interwoven display. Figures are all wood carvings. Scene is 
display is furnished mounted on the panels. authentic reproduction of the Norman Rockwell mural in Nassau Tavern, Princeton, N. J. 


OR TOASTMASTER—7 feet high. Mechanical turntable with carved wood FOR HICKOK— feet high. Featuring Bar-H Belts... Braces... Jewelry. Has 
bures. One side featuring adult entertainment the other side ‘‘For the Children." A beautiful carved wood, actual size saddle, gun, holster and lariat... genuine steer- 
by, colorful display with a carnival atmosphere. hide for background. Really a deluxe display. 


VAN DISPLAYS FOR FALL ARE READY 


ew... Different... Exciting . . . Third-Dimension display mechanical action . . . lights . . . genuine wood carvings. 
tings that effectively dramatize the outstanding features Make your reservations now! No cost except incoming 
America’s most popular, fast selling lines. Many have transportation. 


FOR LISTERINE — 4 


feet high. Dramatically . 
featuring the new ‘'Lucite” - i: 4 ’ New Structural Bend 
throat light. Giant throat ee eS —_—, 20-page catalogue, 

: % 4 fully illustrated. Bends 
- available in 8 and 12 
tion and child's head is foot lengths. Also, new 
sculptured relief papier 8-page carved plaque 
and animal head bre- 
; chure. Write today for 
painted. yours. 


light has flasher illumina- 


mache, beautifully 


TENSGAARD & ASSOCIATES, INC., CHICAGO + OAKLAND + NEW YORK 





ee hese are the smart young things 
styled by Tom Lee of Bonwit Teller for the College Shop set up in the offices of Vogue Magazine. 
They’ re Juniors in the new line of Mary Brosnan Studio Mannequins that have caused the greatest 


stir in years in fashion and display circles. There are other types too— pert and sassy prep school 
girls, career girls, or finishing school types. All as beautifully sculptured as their grown-up, glamorous 
sisters. Custom-styled too, to suit the personality of your store and town. May we send you pictures, 


aual full datesta? [z. S. Custom-styling costs no more, remember!) 


JAS. B. WILLIAMS, INC. 


45778. ae VEN TH AY EON Ort. oe EW Yr Oa oe: Y. 
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THE COVER OUR NEXT ISSUE I94I 


Robert Pichenot, display director for Oppen- With the September 15 issue DISPLAY WORLD “Window and counter displays have always 
heim-Collins, New York City, designed the dis- begins a new feature—a series of display idea been of vital interest to us. We have found 


play pictured on this issue's cover. Pichenot, a sketches of all sorts under the heading, “Design them to be one of our most potent selling aids. 


; Department." The sketches will be the work of a ‘ E ‘ , 
French artist who has done many murals, be- prominent New York City disployman, under the But to do the right kind of a job, displays must 
be right in every detail . . . designed from the 


lieves in “broad” display treatments wherever pen-name of "Paul Rene." We believe this feature hag : : ‘ ‘ 
possible—large, simple papier mache and com- will be a welcome supplement to the departments retailer's point of view... designed as retail 
position objects, painted in simple colors, are of Louis Gehring and De Sault, both appearing displaymen like them, oll Rae Hickok, presi- 
used frequently in his displays in the belief that regularly in DISPLAY WORLD. Watch for it, be- dent, Hickok Manutccturing Company, Inc., 
they help keep the windows free from confusion. ginning in the September issue. Rochester, N. Y. 
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, are two magnificent Sherman Display 
sant” Toppers that will give your displays th 
3 oa towering height you so often need. 


TOPPER No. 1— 8’ GIANT CURVE! 


So high that only a very tall fellow, on tip-toe, 
can touch the top edge of this exclusive Sherman 
Display Creation. Imagine the sheer beauty of 

such a massive backdrop. Imagine 4-inch wide 
inverted fluting, carefully designed in costly-look- 
ing, hard-to-tell-from-real-plaster effect! Imagine 
panels 10’ wide... rigid, self-supporting, with a soft, 
non-reflecting finish...in 9 gorgeous colors! Imagine 
the truly superb columns you can make, too, with 
authentic Doric Capitals. 


TOPPER No. 2 — SEAMLESS PAPER 


that is practically NINE FEET TALL! Sherman 107” 
Seamless Paper is extra heavy ... extra thick ... non- 
buckling ... non-sagging ... for the extra height you 
so often need. IDEAL SURFACE for all display-art 
techniques. EIGHTEEN attention-getting COLORS. 
Continuous rolls up to 150 feet! 





70 NEW IDEAS IN DOUBLE-FEATURE CATALOG 


Send now for the Double-Feature Sherman Display 
Guide. Its two sections are crammed full of smart, new 
display ideas... 70 inall... with many new materials 
for window and store merchandising . . . 12-color 
displays .. . frosted display materials . . . 8-foot Giant- 
Curve... 107’ Seamless Paper... and a multitude of 
other compelling display accessories. Get your copy 
today. It's FREE. 
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; SHERMAN PAPER PRODUCTS CORPORATION : 
a Dept. D8, Newton Upper Falls, Mass. P 
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g Please rush my copy of the NEW DOUBLE-FEATURE Sherman ; 
a Display Guide! Also send name of nearest Sherman dealer. : 
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Datriotic Prestige Displays 
Draw Record Crowds 


With interest high in national defense and 
patriotism, it seemed very fitting that for 
the long Fourth of July week-end our store 
should present a group of patriotic displays. 
The four windows pictured below were the 
result, and thousands of local residents and 
holiday tourists stopped before the historic 
settings during the time they were on view. 
Quite frequently the onlookers stood four- 
deep across the stretch of windows, each 
of which showed interesting equipment used 
in different defense periods in our country- 
dating from 1776 to the present. 

The store was closed to customers during 
this three-day period, and we feel that we 
attracted more attention with these particu- 
lar displays than we could have obtained 
in any other way. Incidentally, this was the 
biggest week-end for tourists in Niagara 
Falls since 1936. 

The uniform in the 1776 window was that 


By W. E. BAUMLER 


J. N. Adam & Co., Niagara Falls, N. Y. 


of an American officer; it had been pre- 
served at Old Fort Niagara. The flag has 
fifteen stars (really dating from 1796, which 
was Close as we could get to the type banner 
we needed for the 1776 period); it was ex- 
tremely faded and looked its authenticity. 
The mortar was a field piece weighing ap- 
proximately one ton. The large gun in the 
foreground is what then known as a 
“rampart” gun, some 6 feet in length. 

The uniform in the 1865 window was worn 


Was 


by a Yankee infantryman in 1863 and was 
procured through the United States 
The cannon wheel, cavalry sword, and guns 
from the War Be 


army. 


were all 
tween the States period. 


in this window 


The mannequin in the 1917 display wears 
a uniform which was used by a soldier in 
the American Expeditionary Force in France 
in 1917. The gas mask slung over his shoul- 
der was completely deteriorated 


with age 


Although the photograph does not show it 
clearly, the flag has a shell-burst hole in the 
middle, received in action. 

The uniform in the present-day window is 
the one supplied the Selective Service man 
after his induction. The papers displayed 
at the right of the window were all official 
induction, insurance, and  quartermastet 
property papers—actually filled out by Lieu 
tenant-Colonel Winfield of the United States 
army at Fort Niagara. 

Throughout all the windows there were 
many other small authentic historical pieces 
which held much interest for the many people 
who stopped to inspect the displays minutely 

In addition to the help of United States 
army officials in securing the material used, 
we also found fine cooperation on the part 


Niagara 


Falls, as well as on the part of the Canadian 


ot various historical societies in 


army. 


LINCOLN S 
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anhattan Forecasts 


Protessional prognosticators and such seer- 
esses as one encounters lurking in dark cor- 
ners of tea rooms must resent the invasion 
of their domain by the Wellsian displaymen 
who are looking ahead into the future. Since 
crystal balls are scarce and Aitchinson & Co. 
is probably the only proud possessor of a 
quartz one, the medium must remain a mgs- 
tery but not so the prophecies, as you will 
find. 

Inasmuch as any forecast for the future 
is predicated on the past, Bloomingdale's 
display manager, Joseph Dultz, provided an 
exciting series of flashbacks in connection 
with the store’s “Bargain Bee” sales. Em- 
ploying the village store as the theme of the 
group, the display reproduced at the bottom 
of the next page reveals the painstaking ef- 
forts made to capture the flavor of that old 
time institution. The interior of a typical 
“emporium” is shown with its familiar long 
Justifying the 
term “general” which described the wares 
to be found within the establishment are the 
coffee grinder and tea canisters as well as 


wooden counter and shelves. 


baskets of corn and crackers and sacks of 
potatoes. The sundry merchandise is dis- 
played in studied confusion and is tagged 
in the manner of the times. An old-fashioned 
lighting fixture hangs overhead, completing 
this picture of the early days of retailing 
and a precious bit of Americana. 

Prophetic of the season which will be upon 
us before you can say “Franklin Simon” is 
the millinery launched by that store in “An- 
tique Bronze, a masterpiece of color under 
statement,” as presented by Display Man 
ager James Gosling and pictured below. The 
semi-circular backwall has been painted in 
the color promoted, with a center bordered 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


by a leaf motif worked out in alternating 
shades of gray and bottle-green. On a square 
pedestal with fluted sides sprayed in gray- 
green stands an ivy-covered urn treated 

antique bronze out of which protrude poles 
holding heads displaying the headgear. At 
the base are arranged banks of ivy from 
which sprout rods topped by heads. Gloves 
and shoes in the same color are used in the 
accessory groupings to underscore the copy 
contention that “ 
it covers you from head to foot.” 


antique bronze is best when 


Conjurer after a fashion in its own 
right, Lord & Taylor, through its chief 
swami, Dana O’Clare, has put furs under a 
spell. The magic wrought is evident in the 








window pictured in the center of page 
with beaver as the subject. The “hypn 
tized” mannequins wear the featured fur an 
turbans, stockings and shoes of green. The 
are posed against a folding screen which i 
papered with a charming wallpaper having 
a rustic motif in pale green. Reflecting th: 
green tones of the right sidewall and th: 
rug are the mirrored frame and legs of th 
chair in the right foreground whose seat 
is covered in a fabric with a green floral 
pattern. To the right, placed against the 
screen, is a rococo stand which holds an 
octagonal plant box whose sides are mir 
rored. The display was lighted from above 
with green spotlights predominating. 


There can be no denying that the Stein & 
Blaine display shown on page 6 was “done 
with mirrors.” Jack Gregory took his cue 
from the current icetravaganza, “It Hap 
pens On Ice,” for the display of furs, “stag 
ing’ it on ice simulated with mirrors. On 
the pond thus created and bordered with a 
new texture snow, fur scarfs appear as 
skaters with silver bands resembling old 
fashioned skates. The mannequin appears 
to have crashed through the ice, as the sil 
ver bands outlining the cracks indicate. Be 
hind the mannequin are white branches spat 
tered with mica, as is the glacier material 
cut out in icicle formation and hung over 
head in a cascading arrangement. Larg¢ 
snow flakes are “stopped” in falling; a num 
ber are placed against the window. The copy 
text, “On or Off the Ice, Top Billing for 
furs by Stein and Blaine,” is executed on a 
“Lucite” sheet backed with a sheet of blue 
cellophane creating a montage effect with 


—Upper left, by Tom Lee, Bonwit Teller. . . 

Above, by Jack Gregory, Stein & Blaine. . . 

Left, by James Gosling, Franklin Simon. . 

[All photographs by courtesy of Virginia Roehl 
Studios, New York City)— 
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—Right, by Irving Eldredge, R. H. Macy & Co. 
. . Center, by Dana O'Clare, Lord & Taylor. 
. . Below, by Joseph Dultz, Bloomingdale's— 


the poster, program and photograph of the 
show. Overhead and floor spotlights are 
blue, intensifying the coldness achieved by 
the props. 

The foresight of Macy's display depart- 
ment is ever evident in the designs for living 
which periodically appear in “Forward 
House.” The current crop gives some ex- 
citing glimpses of sophisticated decor and 
is worthy of some study and attention. Sig- 
naled out for particular mention is the bed- 
room shown at the top of page 7. It is 
called “Tracerie” and employs an ivy pat- 
tern for its basic design, the contention be- 
ing that it induces slumber. <A distinctly 
feminine color, lilac haze, dominates the 
scheme and American Beauty rose is used 
for accent. A restful nature is achieved by 
the adroit use of the color, it being used for 
the cabinet above the bed and carried down 
as the color for the bed linen and upholstery 
of the side chair. On either side of the 
cabinet, whose trellis doors are held back 
by rose velvet ribbons, revealing a shell col- 
lection, is painted the ivy pattern with 
sconces holding figurines. To add to the 
contemporary nature of the room, mirrors 
are used to achieve a sophisticated sparkle. 
A rectangular table with mirror top and legs 
made of small pieces of mirror glass holds 
a square mirror vase filled with ferns and 
ivy. The chest opposite boasts of “Lucite” 
handles and holds bell jars under which 
onyx urns have been placed. An arrange- 
ment of evergreens and tiger lilies is re- 
flected in a square mirror framed with an- 
tique mirror strips hung above the chest. 
(Mirrors are a contemporary necessity and 
their use imparts spaciousness and quietness 
to a room.) The setting further gains a 
luxurious character from the use of a white 
fur rug. The floor border is American Beauty 
rose and is studded with raised square-cut 
nails spaced along the edge. Other rooms 
in the window series for which Display D1- 
rector Irving Eldredge is responsible dis- 
play the same high fashion characteristics of 
“Forward House.” 

A welcome prediction was ventured by 
Bonwit Teller in its windows during the 
period of redecoration. They were “blacked 
out” except for a section formed by a “V” 
whose apex was at the center base of each 
window. The opening provided a shadow- 
box for the display of “Jewels to the point.” 
Mannequins from the waist up were posed 
displaying ways and means to wear the new 
jewels—as the copy has it, “in new places 
that count.” Those suggested were on the 
shoulder, on the temples “with your new 
covered-up hat,” around the new neckline, 
and on the wrist of one sleeve. The shadow- 
box background was beige velvet corduroy 
and the “V"-line was outlined with blue 
tape. Each mannequin received special in- 
lividualized makeup treatment adapted to 
the hair coloring. Small cards explaining 
the remodeling of the windows and announc- 
ig their reopening appeared in each win- 
dow. They were opened the following 

uesday, August 5, with a display of furs 

‘cupying the entire space heretofore sec- 
tioned off into four individual windows. 
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PROMOTIONS 


by Louis Gehring 


Display Designer and Consultant, New York City 
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|. A parachute invasion of fall styi 
is suggested in this window theme whi: 
bears the following copy: ‘Above Ther 
All For Fall." Miniature parachutes i: 
red, white, and blue carry smart littl 
mannequins to earth where bolts of the 


season's popular fabrics are displayed 


2. A blueprint of fall shoe styles sug 
gests an unusual way of presenting th 
season's latest models. It is concise ir 
its effort to convey to the public the new 
style features. Your caption might read 


‘New Shoe Prints." 


3. A majestic tree trunk is outlined in 


bold relief and is used as a prop for chi 
dren's or misses’ fall apparel. It can be 
constructed of wall board painted green 
with black shadows. Large autumn leave 
of paper, colored in bright reds and yel 
lows, fall from the tree. Background i 


stippled in yellow ochre. 


4. Goal posts and a sloping field 
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FOR OCTOBER 


make a good setting for your sweater 
promotion. This idea can be further car- 


ried out by the use of school pennants. 


5. This makes a splendid unit for use 
in hat chain stores and is dramatically 
tied up with photographic blow-ups of 
heads displaying the latest in men’s fall 
hats. The stadium can be constructed of 
wall board bearing small cloth pennants. 
A line-up of players in relief will help 


create spirit in the display. 


6. What outdoor man would not stop 
to look at this shoe display—an impres- 
sive study of nature carried out simply 
and inexpensively by the use of rustic logs 
and foliage? The dog can be either a 
pointer or setter, rented from a taxiderm- 
ist. Rifles and other hunting equipment 


add to the setting. 


7. This interior display unit serves as a 
setting for your shooting apparel or other 
active sports wear. It can be of natural 
tree bark worked around a column, or 


used as a free-standing unit. 
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Hints Of Autumn Appear 
In Los Anseles Windows 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 


Summertime display is putting on its 
command performance in Los Angeles as 
the window mannequins step into their play 
clothes for the last time in 1941. The gay 
and colorful floodlights which have been fo- 
cused on warm weather styles are beginning 
to fade into the brown tones of autumn. 
The promotion men are beginning to sense 
a loss of appetite for ice cream and seer- 
sucker. 

Indeed, the potential buying public has 
been so thoroughly educated these past few 
months in the correct manner to “Have Fun” 
that they are looking forward to the next 
change in windows. For every new “sea- 
son” brings outstanding displays in this area. 

However, the department stores are never- 
theless capitalizing on this mid-season mo- 
ment with promotional displays. Among 
them, Barker Brothers, with J. Roy Stew- 
art as display director, had an exceptionally 
fine window which is pictured here. Stew- 
art's problem in planning this display was 
to inform the public in a very subtle man- 
ner that the store is open for business every 
Wednesday night. The result of his efforts 
Was a creative version of the Barker Broth- 
ers roof garden with the Los Angeles sky- 
line as the background. The setting shows 
a mannequin wearing a brown evening en- 
semble sitting in the curve of a gigantic 
cardboard moon. The crescent is sus- 
pended directly above the roof top, and cut- 
ting across it is a cut-out cloud air-brushed 
for realism. The walls of the window were 
painted a beautiful midnight blue. At vari- 


ous points on the wall were large stars 
which twinkled in the evening scene. Mer- 
chandise was shown within the stars, which 
served as shadow-boxes. Through the splen- 
did application of yellow against blue, a 
sign in the window foreground appeared to 
blink out “Barker Bros.” In the background, 
the brick wall of the roof girden is placed 
before a cut-out skyline of Los Angeles, 
giving an interesting perspective. On the 


backdrop of the display the window them: 
“Shop Wednesday Night 7 to 10” is written 
as if in sky-writing. A window placard in 
the foreground tells the same story. (This 
display, when it was photographed for DIS 
PLAY WORLD, was flash-lighted to reveal! 
the interior features. Actually, the illumina- 
tion was very low. The light was derived 
solely from the small table lamps within the 
stars, and from the fluorescent lights of the 








tiny cut-out city in the background.) 

Another display by Stewart is also shown 
on page 10, this one being for a gas range. 
Resting on a tilted platform, the range 1s 
covered with a gay awning. At one side 
stands a cut-out chef, while cut-out letters 
in various styles suggest different dishes, 
as “Fried Chicken,” “Spanish Rice,” and the 
like. The whole atmosphere of the window 
created the feeling that cooking can be fun 
with the particular range shown. 

Summer clearances and new fall bargains 
are the themes of the May Company-Wil 
shire windows by Sidney Gorman, display 
director. The window illustrated at the 
upper left, page 11, presents gorgeous new 
fall fabrics in fur-trimmed coats. Two 
mannequins are in the window. The back 
ground is completely fall in its presentation 
Two hvge acorns made of cardboard art 
used, painted a natural buff color, while th 


—Roy Stewart, Barker Brothers, demonstrates 

his versatility in these two displays—one for a 

cas range, the other putting over the store's 

“late shopping night." . . . (All photographs 

by courresy of "Dick" Whittington, Photog- 
raphers, Los Angeles) — 
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—Upper left, by Sidney Gorman, May Com- 

pany-Wilshire. . . . Upper right and center, by 

Charles Borum, Desmond's-Wilshire. . . . Below, 
by Lewis Portia, Bullock's— 


acorn cap is of gold and bronze. Preserved 
oak leaves tinted gold are hanging from a 
branch and fall over the display. A big oak 
leaf made of paper flows over the entire 
background. The illumination is general. 
“Leaving? Let yourself go... Desmond 
dressed” is the theme for the Desmond’s- 
Wilshire vacation showing by Display Man- 
ager Charles Borum. This window, at upper 
right, was one of a series of seven in which 
California playclothes were displayed. The 
feature of the series was a miniature train. 
In each window was a sturdy little railroad 
car made of plywood and metal, especially 
built to withstand the weight of a manne- 
quin. On each car was printed the name of 
some prominent vacation spot such as 
Yosemite and Yellowstone; a mannequin 
dressed in the proper apparel for that spot 
stood within the car. In the window pic- 








and yucca. The illumination was very at- 
tractive. Each of the ensembles on the fig- 
ures was of a different color scheme, and 
each ensemble had a matching spotlight 
turned toward it, giving a regular rainbow 
effect to the showing. 

“Why not go picnicking in your own back 
yard? Qutdoor suppers are a_ delighttul 
variation from more prosaic modes of en- 
tertaining and one that guests and _ hosts 
alike enjoy. The evening meal, too, is 
doubly enjoyable when eaten in the quiet of 
the garden during the long summer twi- 
light.” Display Manager Lewis Portia of 
Bullock’s downtown store made that the 
theme of one of his late summer windows. 
The setting is a California garden. Two 
guests and the host, who is dressed as a 
chef, were the mannequins. The guests were 
dressed in cool summer wear. A table and 
benches of unfinished wood and a modern 
outdoor cooker were the accessories. <A tree 
branch hanging down near the guests 
added to the outdoor effect. The illumina- 
tion cast deep shadows which gave the 





window considerable strength and realism 
tured here the tiny engine is shown. On 
the side of the engine are the words “Des- 
mond’s since 1862”... which is the approxi- 
mate date that trains of this type were in 





use. The engine and the cars which formed 
this tiny railroad were excellently con- 
structed. The train was placed on wooden 
tracks which were painted silver to appear 
metallic. The tracks were laid over a regu- 
lar roadbed of gravel. From out of the 
engine smokestack came smoke made. of 
spun glass. In each window background 
was a photo-mural of a_ vacation spot, 
toned to appear warm and tropical to match 
the apparel in the display. Across the top 
ot each mural was a wall board canopy of 
Say colors. 

\nother Desmond’s-Wilshire presentation 
by Borum which caused considerable com 
ment is the corner dude ranch window which 
is also illustrated here. The expensive fash- 
ions displayed were the highlights of the 
window. Four mannequins were used, three 
girls and a man. The setting was a Cali- 
fornia ranch yard, with typical bales of 
st'aw scattered helter skelter. At one side 
Ww rea rail fence and genuine desert cactus 
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Dast And Present 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 





For the past five years, our entire battery dise known as the Lederman collection of | bathroom was shown on one side and o 
of twenty windows has been given over to a 2,000 years of fashions. These displays were the other side was shown an enlargement o 


series of institutional displays once each interspersed among the other sixteen dis- a modern bath room; also in the displa 
year. These displays are on exhibit for one plays, which were given over to nationally was shown a collection of towels from 1895 
week prior to our Anniversary sale. advertised brands of merchandise that we to the present. 

The first series, in 1937, consisted of dis- carry. This historical collection was rented One outstanding display of this series was 
plays devoted to the industries of Birming- for one week. an actual movie which ran 15 minutes, show 
ham. In 1938 the series consisted of dis- In collecting the data and material for ing the manufacturing of Hart, Schaffner & 
plays devoted to the beauty spots of Bir- the nationally advertised merchandise dis- Marx suits. This was viewed by a larg 
mingham and in addition were shown pen plays, our promotion manager, T. J. Twenty- number of people. Also in this display wer 
sketches of fifty-four civic leaders and their man, and the writer visited Cincinnati, Chi- reproductions of some very old Hart, Schaff 
letters of prognostications pertaining to the cago, and New York where we saw the man- ner & Marx ads which gave a humorous 
future of our city. In 1939 we went out in ufacturers, asked their participation and touch. On one side of the movie was a larg, 
the state and did a series of displays on helped them plan their displays. gold frame containing a drawing of a gen- 
\labama industries and beauty spots. The theme carried throughout the twenty  tleman of the gay nineties and on the other 

In 1940 we again covered the state, this displays was “The Cavalcade of Fashion.” were suits worn today. 
series showing photographically places of |The idea was to show the old and the new. Another unusual display was the ont 
importance, churches, homes, public build- For instance, in the Cannon towel display, a loaned us by the American Viscose Com- 
ings, parks, etc. Photographs of the above photographic enlargement of ye olde time pany, manufacturers of Crown Tested rayon 
series have been reproduced in DISPLAY fabrics. This consisted of a collection of 


—Eight of the battery of twenty displays de- 


scribed in the accompanying article are pictured very old fashions made of Crown Tested 


WORLD with articles explaining them. 


The 194] series was different. lo start on these two pages. This year's windows were "ayon. One Was a very old wedding gown, 
with, we used four of the twenty windows the first to carry merchandise during the week in excellent condition, and a dress worn by 
to show a collection of historical merchan- before Loveman's annual Anniversary sale— Irene Castle. There were several other 
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With this dis- 
stages in the 
To com- 
beautifully 


gowns most amusing to see. 
play we showed the 
manufacturing of rayon 
plete the there 


various 
thread. 


window, were 


colored pictures of modern gowns made ot 


Crown Tested rayons. 

Another very interesting display was de- 
voted to Arrow shirts and collars manutfac- 
tured by Cluett, Peabody & Co. In this dis- 
play collection ot 
shirts and collars, featuring a collar made 
for a giant. Then there the smallest 
collar ever manufactured, ruffs, dickies, ruf 
fled and pleated shirts, and many other items 
of interest There 
were also framed pictures showing shirt and 
In 


the center of this display was a large sketch 


was shown a museum 


Was 


worn through the ages 
collar fashions down through the years. 


of a gentleman of the old school, in an at- 
tractive gold frame on an easel; just to the 
right of it was an original painting of the 
famous Arrow 
of 
were very amusing. 


collar man, surrounded by 


photostats very old Arrow ads_ which 

Jantzen supplied us with a humorous dis 
play of bathing suits that did a much better 
Job. of up than the present-day 
models. In this display were old- 
time swim suits, if vou could call them that, 
and in the center was a sketch of the Gibson 
girl wearing the latest bathing suit creation 
ol that time. This sketch was mounted in a 
large gold frame on an easel. You will note 


that gold used 


covering 
several 


these large frames were 


re SATURDAY 
EVENING POST 


Mt SATURDAY 
BVERING POST 


TNE SATURDAY 2 ‘a 
>t 


© KYENING? 


eaded ook 
™ west 
attractive type | she sa 
Nothing ido mekes any 
ditterence. But she found 


—The expense of these displays promoting na- 

tionally advertised merchandise stocked by 

Loveman's was borne by the manufacturers, 

many of whom are now using the displays as 
itinerants— 


prominently throughout the series. The suits 
were shown on mannequins cut off at the 
knee, and 

One other display that kept large crowds 
in front of it the Stetson hat 
This window featured models worn through 
out the world. In the the 
Mix model, valued at as well 
Royal Northwest Mounted Police hat. 
hat feature of this 
this being two hats There 


also on plastic bodies. 


was window. 
Tom 
the 
The 


display, 


group was 


$150, as 
double Was a 
in one. were at 
least twenty-four models in all and any one 
On 


with 


would attract the most blase shopper. 
the frame 
sketches of men’s heads wearing the old hats 
and the new. 

I have endeavored to explain only 
of the sixteen 
chandise displays. 


background was a_ large 


a few 
nationally advertised mer 
Kach told a very definite 
story and in each display there was a large 
made of metal, the 
these displays, “Cavalcade of 
printed The other 
represented were Theodore Haviland china; 
Fabrics; Swank, Inc., jewelry for 
Hollander & Sons; United States 
makers of Red Cross 
Elizabeth 
Knox Hats for women, 


ribbon with theme of 
Fashion,” 
on it. manufacturers 
Bates 
men; A. 
Shoe Corporation, 
shoes; Rothmeor Coat Company; 


Arden; Van Raalte; 


bs 


tet ened ele * 





Glass 
the 
most 


Tiffin 
Throughout 


and Company. 


entire series of displays 


we used a unusual and interesting 


Evening Post covers 
1905 and 


these 


collection of Saturday 
far back as 
Qn 


They started from as 


continued up to the present. COV 
ers were the works of the two Levendecke1 
brothers, Coles Phillips, Norman Rockwell, 
and many of the famous commercial artists 
ot late to us by 
the Curtis Philadel 
phia, and were an attraction in themselves 


vears. These were loaned 


Publishing Company, 
The expense of these displays was borne 

the ot 
the displays were dismantled they 
to them. In 
they were used 


by manufacturers and course when 
were re 
turned instances, if not 
all, 
the manufacturers. 
built by W. L. Stensgaard & Associates, 
Bliss 


and in 


many 
as itinerant displays by 
displays 


These were 


Inc 
New 


the manu 


Chicago ; Display Corporation, 
York City, 
facturer’s display department. 

The of 
quite a job It 
days for 


some ¢ by 


ASCS 


installation these displays was 


man-size required three 


and nights our display force to 


complete it. 
many 


received 
felt 


However, we many, 


and therefore the 
results justified the effort. 


One feature of these displays that struck 


compliments 


home with the buyers and executives of our 
that 
In the four previous years we 
institutional 


organization was merchandise was 


used 
bat 


shown. 


no merchandise in these 


teries. 
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Summer and Fall Combine 


In Chicago Windows 


“Some like it hot ... some like it cold.” 
“All right,” say Chicago displaymen, “let's 
give ‘em what they want . let’s give ’em 
everything they want. We'll make it a ‘dou 
ble feature’ at no extra charge!” And here 
it is, folks take it away! 

There are mannequins steeped in sunlight 
and lemonade to please the die-hards clutch- 
ing frantically at the coat tails of a fleeing 
summer . .. and there are staunch little 
models wrapped in ear-muffs and ermine 
pioneering in a bundles-for-winter campaign. 
There's a good balance and plenty of variety 
to spice the pastime of window-wishing. 

Goldblatt Brothers places a triple accent 
on August in a State street window of the 
store, where a hand-lettered paper streamer 
across the back panel reads “In The Good 
Old Summer Time.” 
The song-title is once again played up on 


(Lower photograph.) 


the cover of a music leaflet held by a three- 
dimensional cartoon of a “Gay 90's” lady 
centered in a rococo wall-board frame on an 


easel hung tipsily on the back wall. Down 
front a poster carries the legend, “Fashions 
for the Good Old Summer Time.” — Six 
sheer, short-sleeved costumes are shown on 
and off models, and warm-weather atmos- 
phere is picked up by white wood garden 
furniture, a gayly striped croquet set and 
a tea table bearing a tray of tall frosted 
drinks. Grass matting and silhouette music 
notes trilling through the air complete the 
lighthearted set. 

A bit of psychological air-conditioning 
is advised by J. R. Cooper, Mandel Brothers, 
in a chinaware display, pretty as a picture 





By KENDALL HULL 
Fred Kuehn & Co., Chicago 


cool as a julep. All green and white 
with grass carpeting, palm fronds shot 


through bamboo “tree trunks,” wall paper 


backing and striped upright flats, the win- 
dow is designed to take down mental tem- 
peratures a good many degrees. Interest is 
gained by a variety of levels achieved 
through four circular stepped-up display 
platforms at left and a rectangular plateau 
at right, as shown on page 15. For added 
color there are two gay print table cloths 
caught up cornerwise behind the striped 
flats and spread out behind the glassware 
and dishes fan-fashion. 
Life magazine, spread open to show dinner- 








Several copies of 


ware illustrations, lend build-up to the sma 
poster lettered in reverse and_ reading 
“Keep Cool with Green and White 
‘Life’ suggests ‘Beat the Heat.’” 

There’s no need to make the trek to Lin 
coln park, Brookfield, or Ringling Brother 
big-top in order to see the animals. Thi 
zoo (and a sizeable one at that) has move: 
right downtown, now that the August fur 
sales are in full motion. Peering out fron 
his cage at Saks-Fifth Avenue is a whimsi 
cal white bear of gargantuan proportions, 
center of attraction in a clever fur coat dis 
play executed by Michael Michel and shown 
on page 15. “Bruno,” however, is not very 





ferocious, despite the bars that shut out his 
public, for one pretty mannequin is perched 
fearlessly on his left shoulder, and a second 
is within easy reach of his big right paw 
On the floor is an assortment of rich-looking 
costume jewelry and bags, and “ 
trying out a few bangles for size ... pinned 
here and there on his fur coat. Playing on 
the popular song title, a smart poster down 
front teases, “Daddy, You Oughta Get the 
Best for Me!” 

In a somewhat gentler mood, the fur coat 
exhibit at John T. Shayne & Co., Michigan 
avenue, is dominated by a twosome of cut 


Bruno” is 


out paper lambs cavorting among some cut 
out paper posies, the whole sharply outlined 
against the black backdrop upon which it is 
mounted. Two standing mannequins and 
one seated upon a white wood bench, cen 
ter, wearing Persian lamb coats, are effec 
tively spotlighted in a dramatic manner, s 
that feminine shadows are cast upon th 


—Above, by John Courtney, Sears, Roebuck & 

Co., State street store... . Left, a display used 

at Goldblatt Brothers, State street. . . . (All 

photographs by courtesy of Fred Kuehn & Co.., 
Chicago) — 
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—-Upper left, by M. Michel, Saks-Fifth Ave- 

nue... Upper right, by Del LeSage, Marshall 

Field & Co., Evanston. . . . Center, a window 

from John T. Shayne & Co. . . . Below, by 
J. R. Cooper, Mandel Brothers— 


light walls and drapes. This display is pic- 
tured. 

Just like downtown,” there is a little four- 
footed creature calling attention to a winter 
coat display in a window of Marshall Field 
& Co. in Evanston, designed by Del LeSage, 
who is in charge of display out there. This 
time it is a plastic fox, to match the collar 
on the mannequin’s plaid coat, and he’s cool- 
ing off in the forest “moss” made of thou- 
sands of soda straw chips, chopped up to 
inch and a half lengths and colored green. 
Topside, icicles spotlighted in blues, greens, 
and whites drip down to hang in the prosce- 
nium arch. A snow covered section of a 
hollow tree forms the immediate background 
for the model, and lights throw interesting 
shadows throughout the set, which is pic- 
tured on this page. 

One more entry in the menagerie is a dec- 
orative china pig of life-size proportions, the 
center of interest in a fur coat display at 
Netcher’s Boston Store. He is more than a 
pig, he is a gigantic bank, with huge repro- 


ductions of Indian pennies tumbling over 


and about him as a reminder to thrifty shop- 
pers that now, during the August coat sale, 
is the time to save a lot of money. This 
window is not pictured. 

“National Aluminum Pick-Up Day,” fur- 
nished a splendid opportunity for an expan- 
sive display of enamelware and glass cook- 
ery, planned and staged by John Courtney, 
Sears, Roebuck & Co.'s State street store 
A poster at front reminded housewives that 
the Boy Scouts of America would be calling 
‘round to pick up old aluminum utensils, and 
the substitute kitchenware attractively set 
up in the background spoke of its own “de- 
fense” message. Interest and the highest 
visibility were gained through the use of 
two open-shelf wall niches at rear, by twin 
circular stepped-up platforms and by curv- 
ing flat exhibit pieces rising and diminishing 
in perspective at the back of the window. 
The display is pictured on page 14. 

New Kay Displays 
Booklet Available 

“Give Yourself and Your Dealers the 
Best Displays in Your Territory,” is the 
title of a new illustrated booklet. Designed 
especially for the beer industry, the booklet 
is equally of interest to advertising and dis- 
play executives in all fields. It is available 
on request to Kay Displays, Inc., 9 Fast 


40th street, New York, N. Y. 


Warren Haskell Dies 
Of Heart Disease 

Warren B. Haskell, until recently a sales 
executive with Bulkley, Dunton & Co., New 
York City, died suddenly of heart disease 
on Saturday, July 19, at his home. Prior 
to this business connection Haskell was for 
a number of years in charge of national 
dealer display work for the Eastman Kodak 
Company, with headquarters at New York 
Cit 
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Experimental Drops 


Quite frequently a display manager feels 
a need for something “different” in the way 
of properties—something never done before, 
but which would give exactly the proper 
touch to a display he has in mind. Such 
was the case recently when we were plan- 
ning a group of windows in which the Mexi- 
can influence predominated. 

As things turned out, we felt we had rea- 
son to be proud of the evening wear dis- 
plays, especially as the props involved were 
purely experimental. One of the windows 
is shown herewith. 

We wanted an Aztec theme for the set- 
ting, and we at least got something differ- 
ent. The Aztec God of War, carved from 
stone and located in Mexico City, was what 
we wanted to reproduce. At first it seemed 
like an impossibility, but with the aid of 
my assistant, William Walker, we hit on 
the idea of making this monster of a paper 
composition consisting of corrugated paper 
pulp, glue and varnish. The figures were 
moulded right on to a wall board founda- 
tion—and the whole mess took almost three 
weeks to dry. We painted the grotesque 
image in pink tones and brushed it with 
gold leaf. When it was in place against a 
misty blue background, with the black cut- 
out grille work casting blue shadows onto 
the background, it caused some very excited 
comment among our clientele. Constructing 
the war god was a lot of work, but we felt 
it was well worth it. 

The photograph shows the complete dis- 
play as well as possible in black and white. 
The standing figure was in a sage green 
dress and cape, the cape itself being lined 
in a rich orange color. The other manne- 
quin was in white jersey with printed top 
and hood. The card read: “Against an 
\ztec God of War, two lovely ladies pose 
in formal wear.” 





WALKERS 





By FRED WASSALL 
Walker Brothers, Wichita 


The other photograph depicts a_ sports 
wear setting. The cactus, which we made 
from newspaper pulp and gummed tape, was 
9 feet 6 inches in height. It was painted 
in chartreuse and deeper greens, and the 
whole thing stood out under blue lights like 
a moon-flooded desert scene. The cut-out 
grille work was lighted with blue from 
the rear. The cacti on the background 
gave an interesting perspective and feeling 
of depth to the display. The mannequins 
wore different tones of blue in their play 
clothes and slack suits. The show card 
read: “The beauty of a moon-filled desert 
is captured in these play clothes.” 

In this same series were several Mexican 


street settings. The side walls were paint: 
in soft corals, blues, and white, and re: 
bullfight posters from Mexico were used 0) 
the walls. One display showed a donkey 
the “street” at the left, with brilliant yelloy 
light pouring from behind the left wing t 
make the animal stand out in silhouette 
For the donkey's construction we used news 
paper pulp and gummed tape over a wood 
foundation. The “hide” was of palm-leat 
fibre. The panniers on its back carried ac 
cessories, and a big bunch of violets ove: 
one ear added an amusing touch. Appro 
priate sportswear was shown by the two 
mannequins at the right. 

Other displays not pictured included piec« 





goods windows featuring “Pottery Colors” 

with palm thatched market stalls holding 
Mexican pottery and dishes, with the fab 
rics draped through the vases. 

Colorful basket trays which we painted in 
the vivid colors of Mexico were scattered 
in the smaller windows. 

This was one series of displays in which 
we experimented with making our own 
props. We found it fun, and judging from 
the many phone and personal calls we re 
ceived from Wichitans, to say nothing of 
several long-distance calls ordering som 
of the merchandise, we felt that the results 
were well worthwhile. 

(Editor's note: Fred Wassall is the sub 
ject for this month's “Display Parade 
found elsewhere in this issue.) 


—The displays of Fred Wassall, Walker Broth- 
ers, are frequently given a Mexican atmos- 
phere. In this article he describes how the 
Aztec war-god pictured was built up from cor- 
rugated paper pulp, glue, and varnish— 
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304 East 45th Street, New York City 
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Coiffures by Michae! of the Waldorf Inc. 
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hus batterns Suggest 
Display Treatment 


o SLD FashienrD 
FLORALS 


* 


F loot 


to display 


admittedly difficult 
effectively, especially so in 


coverings are 
win 
dows where lack of space for the bulky mer 
chandise usually is a severe handicap right 
from the start. Even more of a problem is 
price is 
another 
is the type of rug itself; many displaymen 


the selection of a display theme; 


one subject frequently played up; 


show the floor covering in an “ensemble” 


setting, with the proper chairs, lamps, and 
the like to suggest the rug as it will appear 
in actual use. 

the Charles P. Cochrane Com 
is the first firm to 
take its window and interior display theme 


Perhaps 
pany, Bridgeport, Conn., 
from the itself, as 


pattern of the rug seen 


in the three photographs of displays in the 











company’s New York City showroom. The 
settings are based on the headline of the 
firm’s fall advertising to consumers: “New 


Interpretations of Old-Fashioned Florals.” 

The old-fashioned character of the floral 
patterns lies in their inspiration from 
Georgian, Colonial, and Victorian 
The style theme lends itself to expression 
throughout the home furnishing departments 
of stores, or even to store-wide promotion. 


sources. 


The accent on style also provides an oppor- 
tunity for stores to trade up and to promote 
Axminsters on a basis of fashion and qual- 
ity, rather than on the basis of price appeal 
which has heretofore dominated Axminster 
advertising. 

The 
merchants that such merchandise as drap- 

wall pictures, china 
linens can be under the 


Cochrane company is suggesting to 
lamps, 


rallied 


eries, papers, 


and same 


2 A oa NN A RRR 8 


sawed 
7. oe. te 
=? = «= =F 


po 


iil me. ik 
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~ 


floral style banner—while in such relatively 
remote departments as ready-to-wear an 
accessories it would be possible to includ 
millinery, costume jewelry and lingerie in 
the floral theme. 

In the displays themselves, a picket fenc: 
makes a frame for a floral rug in one win 
dow. In another, a rustic well gives a hint 
of the sentimental mood of the rug. At the 
showroom entrance, a rose arbor leads to a 
display of the new patterns. The basic idea 
of the window theme is continued in the 
showroom displays which feature an old- 
fashioned garden attended by a modern 
hostess in an old-fashioned gown. Other 
interior displays feature several colors ot 
a new tone-on-tone Stanfield carpet—drama 
tizing how a single design can be employed 
in a number of different period furniture set 
coloring in a Regency 


tings: as a rose 





setting, a turquoise in a modern setting, 
beige in an Eighteenth Century Chinoiserie 
display, and blue against a Federal back- 
ground. Other displays feature a harmon 
izing combination of Redfield and Glenfield 
reproductions of documentary chintzes. 

An inspection of the photographs reveals 
that the floral rug design is used decora- 
tively, both as a background and in cut-out 
fashion in the form of shrubbery. In most 
of the displays the “wings” are of 
board, cut to resemble foliage and painted in 
appropriate tones. 

Cochrane has worked up a complete kit ot 
promotion plans for retail stores in connec 
tion with the floral theme, including a num 
ber of display suggestions. 


wall 


—The old-fashioned floral patterns of Coch- 
rane's new Axminster rugs furnish a natural 
display idea for both interior and window 
treatments. These photographs are of dis- 


plays at the firm's New York City showroom— 
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YES SIR! Every entrant in this great contest 
— everyone who sends a _ photo — receives, 
without cost or obligation, a fine quality 
water-repellent Sport Hat made of Burton’s 
All American Poplin, Cravenette-treated, styled 
by Dobbs. 


x 4 Everybody Wins a Prize in 


Burton's All American Poplin 
WINDOW DISPLAY CONTEST 


$1000.00 cs: 


Look how simple it is to enter, and WIN! 


Make up a window showing garments made 
of Burton’s ALL AMERICAN POPLIN. This 
fine quality GUARANTEED FAST-COLOR 
water-repellent fabric is made up into sports 
jackets, raincoats, snowsuits, and other ap- 
parel, for men, women, and children. Take 
a photo of the window and send it to us. 
Your hat (size, please?) goes out immedi- 
ately, and you're right in line for the worth- 
while CASH PRIZES! 








MEET THE JUDGES! 





Robert Stopford, Mdse. Mgr., Lord & Taylor, New York 
Martin Cook, Pres., Boys’ Apparel Buyers’ Assn.; Asst. 
Mdse. Mgar., Saks-Fifth Avenue 

Arthur Wagner, Buyer, Abraham & Straus, Brooklyn 

Vincent Reilly, Mdse. Asso., Consolidated Clothiers, N. Y. 
Wm. C. Sega!, President, Men’s Apparel Reporter, N. Y. 
Theodore Kahan, Publisher, The Boys’ Outfitter, N. Y. 
H. Reimer, Dry Goods Editor, Daily News Record, N. Y. 
W. D. Hart, Retail Editor, Women’s Wear Daily, N. Y. 
Milton Wallach, Retail News Editor, The Sun, New York 








FREE HATS and CASH PRIZES 
FOR RETAIL BUYERS, too! 


Write Today for Complete Details & Full Prize List \\ 


BURTON BROS. & CO., 






HERE’S A TYPICAL LINE-UP of garments made 

up from BURTON’S ALL AMERICAN POPLIN. 

Real inspirations for a fine 

_\ window! Display cards, 

YY swatches, labels, etc., 

la~ available without charge, 
for your windows. 





267 Fifth Avenue, New York 
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Autumn Miscellany 








—At the uppor left is an unusual display by Adrian Delsman, Frederick 
& Nelson, Seattle—black merchandise against a background predomi- 
nantly black. One of a battery of six windows, the flower design was 
done in white with dry-brush technique against the black satin back- 
ground; at the base was concealed fluorescent lighting. . . . At the left 
center is a display by V. M. Curto, for J. C. Penney Company, Lansing, 
. . . Lower left, a striking fur setting by Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham. Upper right, ono of nine windows 





devoted to "A Harvest of Color," by Dace Killingsworth, Denver Dry 
Goods Company, Denver. Each window featured a separate color, such 
as Apple red, Corn gold, etc. Right center, "Grapes at their 
Ripest,"' by Vid Rosner, for M. Schachne & Sons, Chillicothe, Ohio. . . 

Lower right, another display by Adrian Delsman—featuring an enormous 
copy of "Mademoiselle" containing an illuminated niche for a manne 
quin dressed in apparel pictured in the magazine. The enormous corne! 

window lends itself effectively to impressive displays— 
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July 30, 1941 


1209 Sycamore Street 


| Hee pw World Publishing Co. 
Cincinnati, Ohio 


Att: Mr. N. Silverblatt 
Dear Nat: 
We are enclosing a snapshot showing one day's 


shipping (Friday, July 25) on orders received 
— our } ae aioli World SEvOPTA GORE. 








As this picture indicates, the orders and in- 
terest shown in our newly high styled 107 inch 
Wind-O-Width Line of paper in rolls and our 
Original Three Dimensional Display Units prove 
that we are offering new, startling items to 
the trade. 






We appreciate the part Display World is playing 
veces 2M helping us secure these record results. 






Very truly yours, 


| Ae 


MARQUARDT & CO., INC. 
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““Acres Of Diamonds” 
n today’s Market 


The first part of this title, “Acres of Dia- 
monds,” was borrowed because it has a very 
unusual origin and a definite relation to the 
possibilities of the display profession. “To- 
day’s Market” was added in an attempt to 
apply the principle to present conditions. 

I am going briefly to relate a story which 
is part of a famous lecture, delivered more 
than five thousand times, and now in printed 
form. It was called “Acres of Diamonds ;” 
the author and lecturer was Russel H. Con- 
well, founder of Temple university, Phila- 
delphia. 

This story was first told by an old Arab 
guide who was leading Conwell’s camel 
along the banks of the Tigres and Eu- 
phrates rivers. He said there once lived 
not far from the River Indus an ancient 
Persian by the name of Ali Hafed. One day, 
the old Persian farmer was visited by a 
Buddhist priest, one of the wise men of the 
East. He told the farmer how diamonds 
were made, that a diamond was a congealed 
drop of sunlight; that if he had one diamond 
the size of his thumb, he could purchase the 
country; if he had a mine of diamonds, he 


*Address before the I. A. D. M. convention, 
Chicago. 


By GEORGE BAILEY, Field Supervisor* 
Sears, Roebuck & Co., Chicago 


could place his children upon thrones 
through the influence of his great wealth. 

Ali Hafed asked the priest where he could 
find a mine of diamonds. He was told that 
if he would find a river that runs through 
white sands, between high mountains, there 
he would find the gems. 

So Ali Hafed sold his farm and started 
out in search of diamonds. At last his 
money was gone; he was in rags, wretched- 
ness, and poverty. In despair, he drowned 
himself. 

Now the man who purchased Ali Hafed’s 


—In commenting on these Sears display photo- 
graphs, Bailey says: “Display is the business of 
presenting merchandise to the customer and 
this is an important part of display as carried 
out in our stores. These photographs show 
displays of merchandise and beneath the sur- 
face of neat, orderly arrangements is a basic 
reasoning of sound merchandising. There is a 
definite, proven reason for the amount of 
space utilized by the merchandise itself and 
why certain items are given the best locations 
on a table and which items receive informa- 
tive show cards. With each item binned by 
size and price, it is not only easier for cus- 
tomer selection but also easier to control and 
maintain stock" — 


farm one day led his camel into the gard 

to drink, and as the camel put its nose int 
the shallow water of the brook, the man 
noticed a curious gleam of light from a dark 
stone in the white sands of the strean 
Thus was discovered the diamond mine oi 
Golconda, the most magnificent in all the 
history of mankind. 

Then the old guide added the moral to 
this story. “Had Ali Hafed looked into his 
own garden he could have had his acres of 
diamonds”—and I am going to apply the 
moral and say that there are, figuratively 
speaking, “acres of diamonds” in the display 
job today, if only the displayman and the 
firm who employs him will recognize the in- 
herent possibilities of this activity. 

Unfortunately there are far too many dis- 
playmen in far too many stores who can 
be charged with gross negligence because 
they fail to recognize the possibilities of the 
better use of selling space, and the impor 
tance of developing display technique from 
a selling angle. 

Happily, however, we have in the display 
profession today men who are recognized 
not only as leaders in display alone, but who 

[Continued on page 48] 
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“Mr. Bug Goes to Town” 


New Feature Length Paramount Cartoon... 
Produced by Max Fleischer---Directed by Dave Fleischer 





Meet the Fascinating Characters of this Cartoon 

Hoppity, Honey, C. Bagley Beetle, Swat the Fly, 

Smack the Mosquito, Lady Bug, and Others! 
All Brought to Life in Our Studios 





MR. BUMBLE 


CLAY MODELS 


<——""""C. BAGLEY BEETLE 





ners.) ————) 


Also Laughing Clowns, Santa Claus, Gnome Sets, Waltzing 
Figures, Gomplete Colored Band ... All ANIMATED With or 
Without Sound . . . for Your Fall, Holiday or Toy Displays 


MESSMORE & DAMON 


404 WEST 27TH STREET - - NEW YORK CITY 


EARLY DECISIONS ARE ADVISABLE DUE TO PREVAILING CONDITIONS 
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Correct Ihe Sign Evil 


The members of this group who are gra- 
cious enough to listen to this short discus- 
sion are representatives of the only execu- 
tives in department stores in the United 
States and Canada who have the power to 
correct the most serious condition of disin- 
tegration that faces the retail business 
today. 

I refer to the 
merchandise presentation caused by the lack 


deplorable condition of 


of proper selling signs; signs that might 
easily turn merchandise into talking dis- 
plays. You are doing little or nothing about 
it for two reasons. First, the tremendous 


task required to complete the work needed, 
with the purse-strings of the budget held 
tightly closed by a controller or management 
whom you have failed to sell on the impor- 
tance of this idea. Second, the lack of de- 
sire on the part of department managers 
properly to display and sign their merchan- 
dise. 

During the past ten years, I have visited 
than a thousand department stores 
throughout the Western hemisphere. The 
statements I make are purely those of a 
customer, although my own retail experience 
has taught me the difficulties encountered 
in doing a perfect job of presentation and 


more 


signing. 


sign and every display is a sales 
persuader. Although not as 


salesperson, it is of utmost importance. On 


Every 
effective as a 


Saturdays, during the Christmas season, and 
at other peak periods, there are frequently 
fifteen potential customers 
in the store as there are salespeople. This 
is an added argument for the suggestion 
that as many wanted and items 
as possible should be attractively displayed 
with a sign that answers the questions which 


times as many 


seasonable 


are not entirely obvious to the customer. 
Remember nearly 35 per cent of all your 
merchandise is sold by contingent help! 


Proper signs often enable the customer to 
select something and say, “I want this arti- 
They save a customer's time and that 
is extremely 


cle.” 

of the 
busy and has neither the time nor the op- 
about the 


salesperson when she 


portunity to answer questions 
merchandise. 

The proper display of merchandise with a 
correct especially on peak 
days, to add substantially to the number of 
impulse purchases, to the store volume, cus- 
tomer satisfaction and_ profits. 

You can not expect a customer to buy 
the things she does not want, you can not 
expect her to 
shopping; you must not expect her to tell 
Your customer en- 


sign enables us, 


incur any inconvenience in 
you of your mistakes. 
ters the store with money in her pocket to 
buy the thing she comes in for. She 
nothing for your problems. It means noth- 
ing to her that you may be taking inventory; 
that the store superintendent has been un- 
able to supply the necessary sales help; that 


cares 


before the I A D. M 


*Address 


Chicago. 


convention, 


By FRANKLIN LAMB* 


Printasign Corporation of America, Chicago 


the person who waits on her may be a part- 
timer who is not thoroughly conversant with 
the merchandise. Your customer takes no 
alibis in place of the desired merchandise. 


It is not difficult to understand why so 
many people who walk into the average 
department store leave that store without 


making any purchases. Examine your dis- 
plays and read your signs. Observe them 
with the customer’s unconsciously critical 
eye. Remember, when you find something 
that does not help promote the sale of your 
merchandise, only you can correct it. The 
customer has no desire to do so. She walks 
out and makes her purchase elsewhere. 
Write your signs from the customer's 
viewpoint. Even though the terminology of 
the trade may be perfectly clear to you, the 
average customer usually is not conversant 
with any part of it. When technical terms 
are used, be sure to give adequate and in- 
teresting explanation. For example, 
often see the term “hand-turned slippers” 
Everyone in the shoe depart- 


you 


used on signs. 


ment knows that “hand-turned” means the 
slippers were made inside out and then 
turned. However, I asked a number of cus- 


tomers if they knew the definition. Out of 
fifteen people asked, only one knew what 
“hand-turned” was. Customers are merely 
contused instead of helped by such signs. 
As you sit there listening to this talk you 
probably are saying to yourself, “What he 
says is true about other stores but not about 
mine. We don’t need signs in our 
We want the customer to ask questions.” 
That may be true, but first, from whom 
will the customer receive the information? 
From a little girl who never saw the mer- 
chandise from the new clerk 
who is just on the floor, from the thin air 
sales clerks are busy? I say 


store. 


before, sales 


when most 
this is your responsibility and yours alone. 
yourself and assuming the 
merchandise presentation 
and getting your employer alert to the im- 
portance of this job you are building for 
yourself a better and stronger position in 
the store and are bringing to the attention 
of the firm a feeling of tangible returns 
from your department. 

Impulse buying forms the largest percent- 
age of all retail sales. It is greatly acceler- 
ated by a thoughtful, consistent and timely 
presentation of all wanted merchandise 
properly signed and carrying informative 
copy. 

There is no set rule for attracting impulse 
buying, for each department in every depart- 
ment store has its own problems which must 
be individually met and solved. 

In order to completely sign the store with 
legible informative signs, printed signs 
should be used. Ninety per cent of all de- 
partment stores in the United States and 
Canada use printed signs. Today with 
skilled labor hard to get, great stores, such 
s,amberger’s, Eaton's of Toronto, 
others are replacing their 


By asserting 
responsibility of 


as Macy’s, 


and dozens of 


AUGUST, 194; 
drafted or enlisted card writers or cari 
machine operators with girls; strangel; 


enough, it has taken us a great many year: 
to discover that girls produce as much worl 
and usually better work than boys or young 
men, particularly in the operation of me 
chanical equipment. Girls are easily trained 
and keep their jobs longer, and are more 
satisfied with the routine, tedious detail 
work of printing signs. One of the great 
reasons for the inability of the average dis- 
playman to do the kind of a signing job 
which is done by such stores as L. Bamber- 
ger’s, of Newark, and some of the large 
chain stores throughout the United States, 
is because of his inability to produce the 
necessary signs to do a complete job. And 
unless production of signs continuously 
keeps up with requirements and requests, any 
effort on your part or on the part of the 
management to improve the merchandise 
presentation and signing situation in your 
store will fail miserably. 

To have every wanted and_ seasonable 
item adequately described by the right sign 
with a legible price requires long months, 
perhaps even years, of consistent, intelligent 
effort—which is the result of careful plan- 
ping approved by management; it is up to 
you to shock the management into the rec 
ognition of the importance of this phase ol 
your work. 

Tell the managing director of your store 
that show cards play a tremendously impor- 
tant part in sales promotion and display 
Tell him that a survey made in eighty stores 
located in sixteen states showed that of th 
50,000 show cards examined, 75 per cent con 
tained incorrect or misleading copy. Tell 
him that the buyers in his store are, in some 
instances, ordering sign copy that borders 
on dishonesty, and that if the copy used on 
the signs were to be placed in the news 
papers, that the Federal Trade Commission 
could cite the for misrepresentation 
and they would be lable to a fine and per 
haps a jail sentence. 

Tell him that management made no 
accurate check to see that signs used are 
correct and describe the right merchandise 
Tell him there is no penalty for making 
mistakes and also no penalty for careless- 
ness and laziness. Tell him that 90 per cent 
of the items in your store are not adequately 
described or priced. Take him through the 
store, show him the dirty signs, the signs 
that are too big, the signs that are too 
small, show him row after row of display 
cases with beautiful displays, most of them 
containing no intelligent sign copy. Tell 
him that with his cooperation, with his say 
so, with his establishment of simple rules 
and regulations, that you will help him in- 
crease the percentage of transactions to cus- 
tomer traffic as much as 10 to 15 per cent 
and, my friends, you can do it. 

During the past five years, an extensive 
research has been made to discover the per 

[Continued on page 44] 


store 


has 
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A PRECISION designed semi-rigid display background 
for QUICK installation. . . . 


Beautiful—Sturdy and Economical for the most exclusive 
merchandise promotion! 


CHECK these OUTSTANDING FEATURES: 
Sheet size: 9' x 10'—Flutes 444" wide x 114" deep. 
RE-ENFORCED crests—HEAVY front and back sheets. 
Plain colors: RED—GREEN—WHITE—BLUE (additional 
colors to follow). 
Motifs available: SPINNERET and MILKY WAY. 
Processed WHITE or GOLD. 


PLAIN $8.50 per sheet PROCESSED $9.95 per sheet 
PROMOTION DISPLAYS, INC. 


23 East 2Ist Street New York City, N. Y. 
AVAILABLE AT YOUR LOCAL DISPLAY DEALER 
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No. 416 AUTUMN PANORAMA 
40’ WIDE, 15’ LONG, THREE FULL REPEATS 
A RIOT OF COLOR PROCESSED ON REYBOARD 









DISPLAY MATERIALS 


1941 FALL AND CHRISTMAS 
96 DISPLAY IDEAS 





K2 BRILLIANT AUTUMN REYKOTE 
107” WIDE, 12’ LONG, ONE DESIGN 
SUPER WIDTH BACKGROUND, BRILLIANT COLORS. 
FOR YOUR COPY OF 


A414 AUTUMN PANEL THE REYBURN MANUFACTURING CO., Inc. anagem toprcenterd 


40” WIDE, 72’ LONG. PHILADELPHIA, PA. FREE!! 
Sn Se ee oem SHOWROOMS: 8 W. 36th ST., NEW YORK, 1100 S. WABASH, CHICAGO Wa. 
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WRITE TODAY 






















They tell me it was a grand convention. 
They tell me it ran so smoothly. Well, I am 
glad everyone thought so, because I hap- 
pened to be in a position to see most of 
the rough spots and I think I learned a great 
deal from this convention that will aid us in 
conducting future conventions. At any rate, 
we all did enjoy ourselves thoroughly, in- 
cluding yours truly, who was snowed under 
most of the time. The Chicago boys were 
very wonderful hosts to the association. The 
speakers were outstanding and their re- 
marks will go down in history as a guide 
to enterprising displaymen who profess a de- 
sire to understand the theory and reason 
behind what they are doing. 


The I. A. D. M. headquarters has been 
more than busy for the last month in an 
effort to bring accounts up to date, get out 
reports on the results of the photo contest, 
register new members, send membership 
cards, promote some understanding among 
exhibitors as to what they want, and take 
care of the general correspondence which 
has been running very heavy. With all of 
these things to do, we have not as yet had 
time to type up a list of those who registered 
in Chicago. However, before the leaves be- 
gin to turn brown, we hope to be up to date 
again, and through a separate division just 
established we are making contacts with 
the director of distributive education in 
seventy-five different cities in an effort to 
aid them. The following is a copy of the 
letter sent to each of these supervisors: 

“We are contacting our membership to 
determine how many capable displaymen 
will be available to serve as_ instructors. 
Then we will have these men get in touch 
with the co-ordinators in the various cities 
interested in forming classes. 

“In making a survey of the states we 
found that seventy-five cities in twenty-one 
states are teaching display as a _ separate 
subject in distributive education. They are 
being taught two hours, one night a week, 
twelve weeks in the fall and twelve weeks in 
the spring. Many more are forming new 
classes this fall. 

“The I. A. D. M. is planning a suggested 
program on how these classes should be 
conducted, what materials will be needed 
and an outline on the subjects to be pre- 
sented. We are going to contact all the 
instructors now teaching and get a summary 
of their technique and how they conduct 
their classes. 

“From their suggestions we will be able 
to have an outline that will fit the need of 
the average community in the technique of 
modern display. 

“Please advise me at your earliest oppor- 
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tunity how many classes we can count on in 
the principal cities of your state. We ex- 
pect to have material available from time 
to time throughout the year that will add 
new interest to the classes—Everett W. 
Quintrell, chairman, Educational Committee, 
I. A. D. M., 109 East Hillcrest avenue, Day- 
ton, Ohio.” 

The I. A. D. M. will be glad to hear from 
anyone who feels that he would like to 
teach in this field, whether he is an I. A. 
D. M. member or not, and if displaymen 
would care to register with Quintrell, there 
is a possibility of our being able to assist 
them and the supervisors of education as 
well by bringing the two together. I would 
suggest, therefore, that you write to Quin- 
trell immediately. 

Appointments have been made for the 
I. A. D. M. educational program for this 
year. At the date of this writing we have 
not had time to receive replies from many 
of those who have been named. We, of 
course, hope that all will be able to accept 
the chairmanship offered them. 

These appointments are as follows: 

General program chairman — Ray W. 
Parks, Leavitt Stores, Inc., Manchester, 
New Hampshire. 

Committee to plan the 1942 National 
Achievement contest — Chairman, George 
Wagner, J. L. Brandeis & Co., Omaha. 

Committee for Manufacturers’ Award of 
Merit contest for 1942—Chairman, J. W. 
Campbell, Carson Pirie Scott & Co., Chi- 
cago. 

Committee of Education (Distributive 
Education)—Chairman, Everett W. Quintrell, 
Elder & Johnston Company, Dayton, Ohio. 

Committee for planning cooperative work 
for local clubs—Chairman, George L. Her- 
manson, Republic Retail Shops, Chicago. 

Committee for compilation of text book 
for Distributive Education—Chairman, Jos- 
eph Apolinsky, Loveman-Joseph & Loeb, 
Birmingham. 

Utilities Group— Chairman, Delbert S. 
Ford, Consumers Power Company, Jackson, 
Michigan. 

Installation Group—Chairman, Sol Fisher, 
Fisher Displays, Chicago. 

Interior Displays Group—Chairman: John 
T. Chord, Marshall Field & Co., Chicago. 

Department Store Group—Chairman, Sam 
R. Rosenberg, Abraham & Strauss, Inc., 
Brooklyn. 

Shoe Group—Chairman, W. L. Wardrip, 
Wm. Hahn Company, Washington. 

Women’s Wear Group—Chairman, Ed- 
ward J. Perrault, The Fashion, Houston. 

Furniture Group—Chairman, J. Roy Stew- 
art, Barker Brothers, Los Angeles. 


AUGUST, 194! 


I.A.D.M. News... 


By JOHN L. KING 


Managing Director 








Jewelry Group—Chairman, Theodore Tal- 
isman, Famous-Barr Company, St. Louis. 

Hardware Group—Chairman, A. H. Huk- 
enbeck, Belknap Hardware & Manufactur- 
ing Company, Louisville. 

Grocery Group — Chairman, Harry R. 
Schoenlaub, Kroger Grocery Company, Cin- 
cinnati. 

Drug Store Group—Chairman, George G. 
Fero, United Drug Company, Boston. 

Men’s Wear Group—Chairman, H. W. 
Weaver, F. G. Clayton Company, Detroit. 


Well, most of you have probably been 
wondering whether or not I intended to 
make any remarks this month about the dif- 
ficulty that arose even before exhibitors’ 
crates were packed and out of the Hotel 
Sherman. I shall talk about this subject 
with an open mind even before the survey 
mentioned below is totally made, because 
while it must be forwarded to the board of 
directors for their opinions on it, I feel that 
there is a current of unrest among our mem- 
bership. As nearly as possible, I am going 
to do my best to prevent the I. A. D. M. 
from having anything resembling a disrup- 
tion in what we have considered a smooth- 
running organization. 

Here goes! A number of New York man- 
ufacturers presented Joe McCann, I. A. D. 
M. president, with a petition stating that 
they could not consider exhibiting in St. 
Louis even though the I. A. D. M. should 
hold its convention there in 1942, and this 
petition requested that some other cities be 
considered. These manufacturers contended 
that inasmuch as it is necessary for them 
to spend a considerable amount in order to 
show at our convention, they should be 
granted the privilege of suggesting where 
the convention should be held. McCann con- 
sidered this petition and the amount of ex- 
hibit space involved by these gentlemen who 
stated that it would be impossible for them 
to show in St. Louis, and sent out a form 
letter to every exhibitor who had shown with 
us in Chicago. This letter, I believe you will 
agree, was impartial. It read as follows: 

“To the 1941 I. A. D. M. Exhibitors: 

“A great deal of opposition has developed 
through manufacturers with regard to tak- 
ing the next I. A. D. M. convention to St 
Louis. It has been the motive of this ad- 
ministration to at all times work with the 
manufacturer and it is because of this policy 
that we have been able to lift the I. A 
D. M. finances out of the red and place the 
association on a sound footing. 

“In appreciation of this, I would like your 
answer to two questions. 

“1. Where would you like to see the next 
I. A. D. M. convention held? 
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“2. Will you exhibit and to what extent 
providing the convention is held in St. Louis 
iext year? 

“Please let me hear from you at your 
earliest convenience.—Very truly yours, Jos- 
eph B. McCann, president.” 

The results of this survey are not as yet 
complete as only 41 out of about 69 exhib- 
itors have been heard from. Fifteen of 
these exhibitors who have not yet replied 
are located in New York. The results so 
far are as follows: 10 exhibitors prefer St. 
Louis, but will exhibit elsewhere; 3 exhib- 
itors prefer cities other than Chicago, New 
York, or St. Louis; 29 exhibitors prefer 
New York or Chicago and 8 of this group 
definitely will not exhibit in St. Louis. 

Before the convention was half over, | 
discussed the possibility of a repeat con- 
vention in Chicago for 1942 with officers of 
the Chicago Display Sales Promotion Club. 
While they stated they would be delighted to 
invite the I. A. D. M. to return to Chicago 
in 1943, they felt that they should have a 
year in between in which to catch their 
breath. At that time, all of the Chicago 
boys had been busy for some time, were still 
busy and looking forward to the moment 
when their convention responsibilities would 
cease. 

A number of exhibitors definitely prefer 
Chicago and state that their reason for this 
is because while Chicago has a great num- 
ber of manufacturers located there, none of 
them makes any attempt to draw visitors 
away frem the exhibitors at the convention 
in an effort to take them to their own show- 
rooms. They believe that this is fair treat- 
ment to all of the out-of-town exhibitors 


who have gone to considerable expense to | 


show for those who visit the I. A. D. M. 
convention. 

This is my report on the survey to date. 
Our board of directors of course voted that 
our next convention should be in St. Louis, 
and McCann considered it his duty inas- 
much as it is rather a serious problem, to 
obtain definite information regarding the 
feelings of the 1941 exhibitors and report 
this matter to the board of directors. Mc- 
Cann and I hope to visit St. Louis within 
the next month and I sincerely trust that 
something can be done to insure the har- 
mony within the I. A. D. M. with regard 
to our convention—harmony which we have 
enjoyed for the past two years. 

Out of approximately $17,500 total re- 
ceipts at the convention this past June, 
$16,000 came from exhibitors, so if it has 
occurred to you to ask why the exhibitor 
should be given so much consideration, these 
figures should answer your question. 


Speaker Discusses 
Display Problems 

Miss Cecilia Staples, Staples-Smith, Inc., 
New York City, recently appeared as guest 
speaker before the advanced class in creative 
design at the Fine Arts department of Teach- 
ers college, Columbia university. She spoke 
on window display problems and technique. 


L. N. A. Offices 
Are Changed 


The Lithographers National Association 
leadquarters are now at 420 Lexington ave- 
ue, New York City. 
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Sales-making 
displays of 


Brassieres 


e The lovely daintiness of the new Fairy BRASSIERE 
Forms is in keeping with modern brassiere designs. 
Beautifully modeled, they display these articles with 
an alluring delicacy. 


e The range of three exclusive Fairy Form display 
effects—Transparent, Glamour-Glo and Neutra-Tone— 
and standard flesh and white colors—offers a variety 
of color shades and tones that assure glamorous, ap- 
pealing and sales-making window and counter show- 
ings. 


e@ Fairy BRASSIERE Forms are light-weight, resilient and 
washable. While unusually dainty and delicate in 
appearance, they are really sturdy and long-wearing. 
The finish is part of the Fairylite material itself and 
can never crack, peel or chip. 





Write for catalog illustrating and describ- 


ing the complete line of outline and full 
bust forms. 


SHOE FORM COMPANY Inc., Auburn, N. Y. 
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—This sketch shows a very simple 
box-and-shelf design for use on a 
table top. Various merchandise 
= es ——~ == 2 can be displayed, although pot- 
eS gate tery is suggested here. Keep the 
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—— s shelving low enough so merchan- 


— =) a dise can be shown on top within 
———___—_—} —— easy reach— 
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—You will soon have to plan your 
interior decorations for autumn 
merchandise. Accordingly, this 
drawing presents an idea for a 
post decoration for use through- 
out the store. It consists of a 
wall board panel on which is 
nailed a framing of rustic branch- 
es. The word "Fall" is painted in 
rustic effect. Autumn leaves can 
be used as desired for additional 

trimming— aan 





—lIn this drawing is pictured an- 
other of the series of post shelv- 
ings shown for some time past 
in this department. This decora- 
tive shelving is in the form of a 
medieval castle. It can be built 
of wall board, painted gray, with 
mortar lines in black or white. The 
face of the table should be 
painted to match— 














—This is an appropriate idea for 
the display of fabrics on ledges 
or on top of center shelving. A 
large oak leaf is cut from wall 
board and painted in tones of 
brown and red. This serves as a 
fixture from which to drape the 
merchandise. A cut-out acorn 

serves as sign space— 
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NEWEST COLLEGE THEME PANELS 
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For Autumn and Interior Display 


each. 





on moss green .. 


4x6 % 


Three unique, eye-catching patterns—-COLLEGE GIRL PENNANTS-—package of 50 assorted, $3.50. Size 
. FOOTBALL on Sunset Orange... 10x 24 0n VELVELUR. Authentic insignia and colors 


CAMPUS on bright green, horizon, apricot or peach of more than 50 well-known colleges. 

tone. All in a variety of bright colors on VELVELUR. spnNp FOR NEW FALL AND WINTER CATALOG. 
Use with pennants and VELVELUR back- ijjustrating the VELVELUR line, featuring fresh, new 
grounds as featured above, center. Panels, $3.75. WINTER and XMAS designs. Panels, ledge trims. 


post trims, wall cases, etc. 


THE ACE PAPER CO., INC., Display Division 


Dept. 24, 426 WEST BROADWAY 


NEW YORK, N. Y. 











Don’t Go Wrong! 


BE SURE OF 
PROTECTION 








from fading —— 
when you use ey 


cauirorwia “//1\ 


Transparent 
SUN SHADES 


Our material repels the sun‘s 
destructive actinic rays. 
Safe display is assured for your most 
delicate fabrics and colors. No fear 
of fading or sun damage. The greater 
transparency of our shades affords 
complete visibility at all times! 


WRITE TODAY for descriptive folder, 


and new sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 














WORSINGER 


Christmas Album 1441 


125 selected photographs of stand-out windows and 
interiors from the New York area... compiled into 
a valuable portfolio of Christmas display ideas. 


"panies ledges, cases, column and wall trims .. . 
dramatizing men’s women’s and children’s apparel 

toys and gifts galore. Individually described in 
concise detail. Indispensable in planning storewide pro 
motions or last-minute changes ... as a permanent file 
that you'll turn to season after season. 


FINEST OFFSET REPRODUCTION 


Order Now, limited printing. Payable in yb 


{dvance or Store requisition .... Price, 


WORSINGER WINDOW SERVICE 
110 WEST 40th STREET NEW YORK 
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On Interior Displays 


It has been a common practice for some 
large national distributors to help train their 
local salesmen in display work by giving 
them the responsibility of obtaining space 
and using it for a display of the company’s 
product. A new note along these lines has 
now been struck by the Dritz-Traum Com- 
pany, New York City, distributors of 
“Talon” slide fasteners. 

Last season this aggressive organization 
employed an experienced retail store dis- 
playman to handle this work in department 
stores all over the country. The displayman, 
Robert Lofquest, has been most successtul 
in getting the wholehearted cooperation of 
the display managers and adapting his work 
to the style of the various stores he visits. 

In most instances his cooperation is wel- 
comed. In some stores he is able to do the 
work himself, with the support of the store’s 
own display department. Other stores pre- 
fer to take Lofquest’s suggestions and adapt 
them to their own individual style of dis- 
play. In either case, both the store and the 
Dritz-Traum Company benefit from the in 
terchange of ideas. 

Important to most notion departments, and 
appreciated by store management, has been 
the development of open stock displays on 
These open bin type 
“Talon” fasteners (see the ac- 


the notion counter. 


displays for 








companying illustrations) enable customers 
to serve themselves. The filled bins present 
an attractive, colorful, eye-catching display 
and reduce selling time and effort on the 
part of the salesperson. 

In a few instances, Lofquest reports, some 
stores were at first reluctant to set up the 
open-type display. In general, however, 
store executives were quick to realize the 


advisability of an improved display of 


“Talon” fasteners since these fasteners are 
perhaps one of the most widely advertised 
items in department stores and represent one 
of the most profitable items in the notion 
department. 

Naturally the Dritz-Traum travelling dis- 
playman is fully conversant with the prob- 
lem of display for notion departments, piece 
goods, and pattern departments. There is a 


—These are typical examples of how special 
interior displays of “'Talon'’ fasteners help build 
sales on this profitable notion item, and at the 
same time increase sales on other notions... . 
Upper left, from the Broadway-Hollywood, 
Hollywood, Aubrey L. Maley, display manager. 
. . . Upper right, from B. Altman & Co., New 
work City, Louis Villela, display manager. ... 
Lower left, J. N. Adam & Co., Buffalo, N. Burr 
Nichols, display manager. . Lower right, 
Albert Steiger & Co., Springfield, Mass., Henry 
E. Moore, display manager— 


F 





definite relationship here because of the pos 
sibilities for coordinated selling in these de 
partments which deal, to a large degre« 
with the woman who sews. The piece good 
and pattern departments are looking fo 
more sewing customers and by creating at 
tractive displays in these departments, re 
minding customers of the complete sewing 
service offered by the store, a tendency to 
ward wider interest in sewing results. 

The accompanying photographs illustrat 
the type of display which successful stores 
give to “Talon” fasteners. Since these par 
ticular fasteners are said to account for 20 
per cent of the strictly notion business in < 
department store, they are most important to 
the buyer and hence are generally accorded 
a liberal amount of space. 

Stores welcome the visit of  Dritz 
Traum’s Lofquest since he brings a wide 
range of ideas and is ready and willing to 
follow up those ideas by actually working 
with the store’s regular display department 
or, where necessary, through doing the ac 
tual work himself. 

Lofquest has of necessity been careful not 
to step on the toes of his fellow displaymen 
In general, he has gotten along happily and 


successfully and in most instances the full 
facilities of the store have been placed at 
his disposal. 
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Heart Attack Fatal 
To Ray Hering 


His many friends throughout the display 


field will be saddened to learn of the sudden | 


death of Raymond Hering, for the past 
twenty-seven years in charge of display for 
The Crescent Department Store, Spokane. 
Death was caused by a heart attack. 

Hering was very active in display circles 
during his life-time, particularly in connec- 
tion with the Pacific Coast Association of 
Display Men, of which organization he was 
first vice-president during the years of 1936- 
37. He was convention director for that 
group when its annual convention was held 


in Spokane in 1936, and was a member of 


the P. C. A. D. M.’s executive committee. 

Wayne Corey, president of the Spokane 
Display Club, is the new display manager 
for The Crescent. 


Dayton Committee 

Holds Meeting 

“The window display committee of the 
Dayton, Ohio, Retail Merchants’ Associa- 
tion met early in August to discuss plans 
for fall Everett Quintrell, 
chairman of the group, presided. The com- 
mittee is composed of James Corbitt, Thal’s 
Fashion; Carl Hamm, Leakas 
Richard L. Meyer, Metropolitan Company; 
L. F. Robinson, The Home Store, and Jos 
eph Vent, Rike-Kumler Company. 


promotions. 


Furriers ; 


Mannequin Cleaner 
Is Introduced 

The Carrata Company, 1025 West Seventh 
street, Los Angeles, is distributor for a new 
mannequin cleaner known as Pattee’s “Mani- 
Kleen.” Said to be a new scientific formula 
developed through laboratory research espe- 
cially for the display field, the liquid is 
gently applied by means of a soft cloth. It 
is also suitable for cleaning other painted 
display fixtures. 


William Rand Now Heads 
Olds’ Display 

William Rand has been named display 
manager for Olds, Wortman & King, Port- 
land, Ore. He succeeds Paul Durand, who 
has been transferred to another division. 
Rand was formerly assistant display man- 
ager for the Kahn Department Store, Oak- 
land. 


Francine Post Injured 

In Auto Accident 

Post, who writes the 
“Fashion-Vane” for DISPLAY 
narrowly escaped death in an 
accident near Chicago recently while on va- 
Miss Post with a_ badly 
wrenched back, but several in the other car 


were killed. 


monthly 
WORLD, 


automobile 


Francine 
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Change Of Address 
For Letter Firm 

Bransby & Hewitt, designer and manufac- 
turer of display letters, has taken more 
spacious factory and office quarters at 521 
West 23d street, New York City. The com- 
Pany was formerly at 1600 Broadway. 
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A STORE-WIDE PROMOTION 
EXCLUSIVE—ONE TO A CITY 
© BLISS DISPLAY CORP. 


FOR COLUMNS 
CASES 





GIFT WINDOWS 







x PA 
PRICE TICKETS 
LEDGES 






WRITE FOR COMPLETE 
SALES PROGRAM 


BLISS DISPLAY CORPORATION 


4 63-°W ES T. 244 ts 


mee RE Ts, 


Ce, 


NEWRYORK CITY 





TIMBERTONE VENEERS 


BRICK---STONE---WOOD 


SHEETS 3'x8' SHIPPED ROLLED 
LONGER LENGTHS TO ORDER 
Timbertone Wood Veneers for permanent 
window and interior finishes are growing daily 
more popular. Get acquainted with these 

distinctive products. 


WRITE FOR SAMPLE BOOK 
JOBBER TERRITORIES AVAILABLE 


TIMBERTONE DECORATIVE CO., Inc. 


109 West I7th Street New York, N. Y. 
CHelsea 2-6824 











NEW FALL BACKGROUND PANELS 


Stadium 
Snowscape 


Campus CoEds 
School Slate 
Flying Ducks 


BULKTON SEAMLESS 
BULKTON DISPLAY PAPERS 


In Stock for Immediate Delivery 


GARRISON-WAGNER COMPANY 


“Distributors” 
1629 LOCUST ST. ST. LOUIS. MO. 
Visit Our New Chicago Showroom 
326 W. Adams Street 











« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 
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—Vanity Fair has released « 
crystal-clear "Plexiglas" form 
for mounting of the com 
pany's brassieres. Lightea 
from behind, every detail of 
fabric, stitching, and con 
tour can be quickly exam 
ined. Designed by S. A 
Anthony, Jr.— 


—This display basket dramo- 
tizes the ease with which 
Sani-Flush is used. Bright 
colors help make this unit a 
successful counter merchan- 
diser. Created and _ litho- 
graphed by The Forbes Lith- 
ograph Company, Boston, in 
collaboration with Hygienic 
Products Company, Canton, 
Ohio— 


—This displayer presents 
three Arrow shirts and ties. 
Made for Cluett, Peabody & 
Co. by Cyrille Steiner Stu- 
dios, New York City— 


—The Gunther beer display 
has a patented cardboard 
frame which adds to the 
quality of the beautifully 
painted center panel. Litho- 
graphed by Ketterlinus, Phil- 
adelphia— 


—Raymond Laboratories, 
Inc., St. Paul, created this 
compact waving kit for 
beauty parlors. The trans- 
lucent framework and base 
are of Bakelite white urea. 
New transparencies, featur- 
ing the latest hair waves, 
are mailed each month to 
keep the "Servanity'"’ up to 
date— 


—The Quiz Kids tie displayer 
was created by S. harold 
Lahow, of the George Ka- 
men organization, for Bod- 
ner Neckwear Company, 
Philadelphia. The wooden 
rack carries as many as four 
dozen ties, accommodating 
twelve distinct color combi- 
nations— 


—"Your Key to Safety’ is 
the theme of this dramatic 
wooden display being used 
by U. S. Rubber Company 
dealers. The three-dimen- 
sional gold key is set through 
the tire, which is mounted 
on a bright red wood base. 
Designed and manufactured 
by Kay Disnlavs, Inc., New 
York City— 


nes 
De! 
in | 
wil 
2 1 
ber 
sto) 
this 
sib! 
mai 
uto 

C 
the 
col 
in | 
der 
pre: 
ass' 


gro 


Bro 
Blis 
T 
roe 
rese 
Ind 
Blis 
B 
stag 
prey 
the 
ran} 
men 
The 
will 


Mil 
Hol 
D 
mee 
Dis} 
dinr 
the 
cool 
add 
perce 
ent. 


Gox 
For 
TI 
pany 
repo 
disp 
only 
ure 
forn 
men 


Sale 
Givi 
\ 
New 
crea: 
rial 
ers | 
800 
‘lev 
Stor 
incre 


Mas: 





iE 


nts 
es. 


tu- 


lay 
ird 
the 
slly 
ho- 
hil- 


es, 
his 


for 


Ise 
ed. 
‘ur- 
es, 


to 


yer 
old 
Ka- 
od- 
ny, 
Jen 
our 
ing 
bi- 


atic 
sed 
any 
len- 
ugh 
ted 
ase. 
red 


New 


AUGUST, 1941 


Detroit Club To Conduct 
Course In Display 


Wayne university's department of Busi- 
ness Administration, in cooperation with the 
Detroit Display Club, is planning a course 
in window display for this fall. The course 
will be taught from 7 to 9 o'clock, one night 
a week, for ten or twelve weeks. A num- 
ber of the meetings will be held within a 
store or a display equipment show room, 
this practical arrangement being made pos- 
sible through agreements with local store 
managers and display equipment distrib- 
utors. 

Classes will cover, as applied to display, 
the subjects of psychology, opti¢s, ideas, 
color theory, period styles, and technique 
in handling merchandise. Frederick FE. An- 
derson, The J. L. Hudson Company, and 
president of the club, will teach the course, 
assisted by other members of the Detroit 
group. 





Bromel & Sons Appointed 
Bliss Representative 

The firm of Carl Bromel & Sons, 693 Mon 
roe street, Detroit, has been appointed rep 
resentative in the states of Michigan, Ohio 
Indiana, Illinois, Iowa, and Missouri for 
Bliss Display Corporation, New York City 

Bromel will continue to design and buil 
stage scenery, displays, and exhibits as in 
previous years. The Bliss affiliation enables 
the firm to offer a complete display lin 
ranging from industrial exhibits to depart 
ment store window and interior displays 
The company’s creative design departmen 
will still be maintained. 


Milwaukee Club 
Holds Social 


Dispensing with their regular monthly 
meeting for July, members of the Milwaukee 
Display Club and their wives enjoyed a 
dinner-dance at the Milwaukee Yacht Club 
the evening of July 15. A good orchestra, 
cool lake breezes, and ample refreshments 
added to the success of the event. A large 
percentage of the club members were pres- 
ent. 


Good Reception Reported 
For Flexible Figure 

The Goodman Flexible Sleeve Form Com- 
pany, 19 West 34th street, New York City, 
reports a fine reception on the part of the 
display field for the flexible “Goodmanikin,” 
only recently placed on the market. The fig- 
ure is said to be 100 per cent flexible. In- 
formation can be obtained from the above- 
mentioned address. 


Sales Increases From Display 
Given In "Sunkist'' Circular 

\ recent issue of the “Sunkist Extractor 
News” lists several examples of sales in- 
creases brought about by the display mate- 
rial released by the California Fruit Grow- 
ers Exchange. Included are sales boosts o! 
su) per cent for a W. T. Grant Store in 
Cleveland; 650 per cent for Crown Drug 
Store, Kansas City, Mo., and 2,100 per cent 
increase for Hutchinson’s Drug Store, Lynn, 
Massachusetts. 
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“To Sell "Em You 
Must Stop ’Em” 


Made Displays 











STOP EM and SELL’EM 


Because bold pictorial cutouts catch the 
eye and put over the selling message in 
a graphic manner, the CUTAWL can be 
used profitably by everyone who has any- 
thing to sell. This high speed, electric 
motor driven cutting machine can be 
used to produce quickly, easily and eco- 
nomically—window displays, interior and 
exterior displays, traveling exhibits, con- 
vention booths, dioramas, models, signs, 
billboards, floats, etc. 


On our EASY PAYMENT PLAN you can 
start using your CUTAWL at once and 
pay for it out of profits. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST., CHICAGO, ILL. 


INTERNATIONAL REGISTER CO. 
13 S. Throop St., Chicago, Illinois. 


Without obligation, please mail me: 
[] Cutawl Catalog [} Easy Payment Plan 


Company name 

Your name 

Address 

City 

State . DW 8-41 
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This month you will notice something 
missing from this page which in the past 
has certainly done much to attract reader 
attention to this column—the cartoons of 
display life by Walt Wetterberg. For months 
on end he managed to supply us with a 
laugh each issue, but some time ago the 
army called him into training. He writes 
from Camp Claiborne, Louisiana: “The other 
day I met an ex-displayman who is work- 
ing along with other letterers on a_ sign 
painting detail with me. His name is Moie 
Hamburger, manager with 
Strubs, Iowa City, and past president of the 
Club of Iowa City and 


former display 


Crandic Display 


DISPLAY WORLD 


Think this ever 


es By FRANK G. BINGHAM 





Cedar Rapids, Iowa.” 


Many words have been written concern- 
ing army life, but DISPLAY WORLD’s 
cartoonist sums it up in a paragraph: “Army 
life is rather rough, I find, although it must 
be good for me since I have gained weight 
continually and probably I am in _ better 
general physical condition than I ever will 
be again.” 

In my letter to Walt I mentioned an expe- 
rience I had recently at the United States 
Rubber Company plant at Mishawaka, Ind. 
This firm has huge orders for army rain- 
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coats and needed a machine to cut the s]| 

for the pocket in the side pattern of tl 

coat. They had machines that would cu 
around the outlines, but no machine to g 
directly down into the goods, so I was aske 
to demonstrate the “Cutawl” which my fir: 
owns to see if it would do the job. Afte 
giving my life history I received a_ badg 
and was escorted through long rooms loade: 
with raincoats in various stages of comple 

tion. The “Cutawl”’ did the job and cu 
through fifty thicknesses without much trou 
ble. I told Walt that if he got a new rain 
coat before spring the pockets would nm 
doubt be sliced with the old displayman’s 
gadget—the “Cutawl.” He answered: “It 
was interesting to hear about using th 
‘Cutawl’ on the army coats. I have often 
suspected that these coats were made by a 
blotter manufacturer who had been forced 
to change his product as his part of national 
defense. If, by some quirk of fate, I should 
receive a new coat, there will be a possi- 
bility that you cut the pockets—that is, ii 
the coats you cut were size 44 or larger (1 
wear a 38)!” 





He ends his interesting letter with this 
“We will be out on maneuvers from now 
until October 1, and writing or cartooning 





Down Mexico Way 





—Proof that interest is shown in display by some retail stores in Mexico 
is found in this group of photographs, sent in by Andre E. Levy, presi- 
dent of High Life S. A., Mexico, D. F. Carefully executed and interesting 
in subject and detail, the displays cover merchandise ranging from sports- 


woolens. . 


wear to boys’ apparel. 


showing the facade of High-Life S. A. on a rainy night. 
boo background in the display at the left— 


The display at the upper left features English 
. . The rain wear window has a central background blow-up 
Note the bam- 
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ill be more or less of a problem, but our 
mail will be delivered twice weekly and I 
would appreciate a letter or two.” One 
thing is sure and I know you will all agree 
that every reader of DISPLAY WORLD 
will miss Walt’s cartoons until he finds 
time to contribute more for our enjoyment. 
I think, too, that here is an opportunity to 
show Corporal Wetterberg, 20,717,525, Com- 
pany B, 109 Engineers (Combat), Camp 
Claiborne, La., that we appreciate his splen- 
did contributions to the display profession. 


He has made thousands of readers laugh 
with his humorous pen and brush month 
after month. Let’s all write and tell how 


much we are going to miss his stuff. <A 
post card or letter to the above address will 
make a soldier displayman’s life in the 
army a bit happier, and here’s your chance 
to contribute personally to the USO.  Dis- 
play departments, display clubs, and display 
gangs everywhere—let’s go. Don’t depend 
on the other fellow, for that’s not the 
American way—write yourself, today, so 
Walt Wetterberg will have a living cartoon 
of a soldier really getting plenty of mail. 
Just think of the fun you will have doing 
it and what a thrill it will be for him. 

The next time you feel as if you are going 
to faint in the window just go out to the 
drug store and ask for some “Beat the Heat” 
They are about the size of pepper- 
mint tablets and are composed of salt and 
dextrose. Charles Collins in the Chicago 
Tribune reports that the United States Steel 
Corporation issues them to its mill employees 
to be taken every hour during heat waves. 
I wonder what display manufacturer will be 
the first to add them to his line. It’s a hot 
item. 


wafers. 


Ideas are the displaymen’'s first line of 
defense and so are they for national defense. 
Over 30,000 ideas have been submitted on 
defense and war to the government. Of 
these, something under 100 are being actively 
considered by the army and navy officials 
and a dozen are considered “red hot.” The 
government considers this a good average 
and even one good idea out of 30,000, if it 
enough, might turn the balance 
against the Nazis. If you have an idea, no 
mater how foolish it may seem, send it to 
Washington; it may do the trick. 


is good 





The Chicago Cardboard Company has 
been sending out motto cards to display de- 
partments and sign shops for years. The 
last one I received said: “The smallest of 
all packages is a person wrapped up in 
himself.” 


Congratulations to Apparel Arts for their 
window contests for men’s wear. 
Congratulations to the winners of the first 
contest using the Americana theme. Their 
pictures were featured in a double-page 
spread in the July-August issue, pages 18 
ind 19. The winners are Fred Rude, Bas- 
kin's, Chicago, first; Fred L. Taylor, Roger 
and Stevens, Inc., Norwalk, Conn., second; 
Clement Kieffer, Jr., Kleinhans, Buffalo, 
third; E. E. Brownell, Capper and Capper. 
Chicago, fourth; Armand C. Raining, Boyd’s, 
t. Louis, fifth; Les Blei, Nebraska Cloth- 
ig Company, Omaha, sixth; Raymond Dish- 
[Continued on page 54] 
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NO SUBSTITUTE FOR 
GENUINE RUBBERLITE 
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Lord & Taylor's experience is one of many hundreds of instances where 
display managers SAVED large sums of money by choosing RUBBERLITE. 
They're wise for another reason—because they get constant service from 
RUBBERLITE, with no time out for repairs. 


All Durable mannequins are cast in genuine RUBBERLITE, avoiding need- 
less breakage and giving you the benefit of matchless, soft flesh-like finish 
obtainable with no other medium. Vulcanized at extreme temperature, 
this product, backed by eight years of successful practical use, is guaran- 
teed not to warp, crack or shrink.. Insist on RUBBERLITE. If you haven't 
photos and prices on our complete line, write for them today. 


DURABLE DISPLAYS, 


2010-18 So. Halsted Street - 
4 West 37th Street - 


New York, N. Y. 
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Chicago, IIl. 
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BUTTRESS-BOARD 


columns, backgrounds, etc. 


CONCAVE—CONVEX—WOODGRAIN 


For beautiful 


In Stock for Immediate Delivery 


Order now from 


GARRISON-WAGNER COMPANY 


Distributors 
1629 LOCUST ST. ST. LOUIS, MO. 


Visit Our Chicago Show Room 
326 W. Adams St., Chicago, IIl. 





New! Exclusive Design! 


FOOTBALL PANEL 


On Eggshell Leatherette 


Beautiful Autumn color combination 
of Orange, Tan, Rust and Maroon. 


54 inches wide by 72 
inches high ............. $4.50 


MAHARAM 


DISPLAY FABRICS & ACCESSORIES 


NEW YORK—130 W. 46th St. 
CHICAGO—6 E. Lake St. 


St. Louis Los Angeles San Francisco 











PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 














This city of some 20,000 population offers 
a specialty shop an unusual location amid 
a fine array of fashion-wise youngsters 
from all parts of the United States. The 
lavish Stephens and Christian colleges for 
girls, plus a horde of clothes-conscious co- 
eds from the University of Missouri, swell 
the customer tide at Julie's, one of Colum- 
bia’s better shops. 


We have found that the best approach to- 
ward these students is by being mindful of 
the fact that they are “young ladies,” rather 
than merely grown girls. All our display 
appeal is directed to them as smart young 
sophisticates who have some definite ideas 
about what to wear—and always a ready 
eye for the new. 


Student social life to them is of prime 
importance. They're keen on sports, too, 
and always want to look their best, on the 
campus and off. Promotions, then, are 
usually planned in harmony with important 
events about town and on the three campuses. 
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Catering To Co-Eds 


By WILFRED RUDOLPH 
Julie's, Columbia, Mo. 


At Horse show time riding clothes are the 
order of the day. For proms and parties, 
formal gowns come into their own. Skirts, 
blouses and sweaters are bread-and-butter 
items for classrooms and juke-boxe sessions. 
Clever frocks and neatly tailored suits are 
snapped up for week-end wear and “show 
off” dates. 


Because most of the students get down- 
town several times a week, our windows are 
changed often and simplicity is substituted 
for elaboration. To prevent staleness, no 
display is allowed to remain for more than 
four days. 


We find that the editorial type of window 
card, such as illustrated here, is exactly 
suited for our needs. Students spend a great 
deal of time in just window-shopping and 
we have made an effort to give our cards 
more than ordinary eye appeal because of 
that fact. Illustrations on cards have proved 
a “shot in the arm” for an_ otherwise 
anaemic, interest-lacking card. Color, too, is 
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important—but excessive color on a sing! 
card is avoided. Copy, in our case, can b 
more lengthy than is usual with most win 
dow cards because of the relatively lon; 
time our customers spend at the windows 
Throughout, an attempt is made to maintai: 
simplicity of character and yet preserve 
distinctive style. 

Of course we endeavor at all times to hay 
our cards tie-in with the fashion, color, o1 
idea to be promoted. The card (pictured) 
with the headline, “Brass,” was executed 
with a border as near in color to the theme 
as possible. The “Red Letter Days” card 
was simply a supplement to a background 
piece which depicted a huge calendar, the 
headline echoing the bright red of the dates 
set for important parties in the offing. The 
card featuring “Black” was finished in pure 
black and white. In general, the cards 
shown here have a headline brushed in bril 
liant hues, illustrations treated in natural 
colors, and copy — usually pen-lettered — in 
straight black. 
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Boston Club Inaugurates 
Defense Displays 

Under the chairmanship of Samuel Branz, 
\Vm. Filene’s Sons Company, and president 
of the Boston Display Club, the local dis- 
play organization is participating in a series 
of windows devoted to the interpretation of 
national defense and what it means to the 
citizen. 

Branz conceived the idea of dramatizing 
the defense program through coordinated 
display and submitted the plan to Washing- 
ton authorities, who approved it heartily 
and suggested that it be worked out with 
the Massachusetts Committee on National 
Defense. The latter group, under the di- 
rection of G. Wiswell, likewise were much 
in favor of the idea, as were Boston display 
managers and their assistants when ap- 
proached by Branz. The display committee 
resulted, the members donating their time 
and efforts; the Boston Display Club is 
paying incidental expenses. 

The first set of windows went on view 


recently, dramatizing the oath of allegiance | 


to the flag; each store handled the setting 
in its own way. Photographs of the dis- 
plays will be filed with the defense com- 
mittee for reference in helping other cities 
and towns in the state. 

The chief obstacle encountered in working 
out the display program was from the Bos- 


ton Retail Trade Board, to which most of 


the larger stores belong. The argument said 
to have been advanced by the board was, 
“It might scare the public into not buying 
—and if we give permission to national de- 


fense to use our windows then we have to 


grant permission to every group that asks 
for it.” After a special meeting, the board 
reportedly turned “thumbs down” on_ the 
plan. Efforts are being made by the head 
of the Massachusetts Committee on National 
Defense to get a reversal of this decision, 
so that all stores may back the display pro- 
gram instead of the few which have already 
installed such displays. 


Curto Now With 
Marshall Field's 

V. M. Curto, for the past several years 
display manager for the J. C. Penney Com- 


pany, Lansing, Mich., has resigned in order | 


to accept a position in the display depart- 
ment of Marshall Field & Co., Chicago. He 
will work under the direction of John T. 
Chord, interior display manager. 


Zimmerman To Direct 
Clinic Staging 

Henry Zimmerman, display director for 
Weber and Heilbroner, New York City, will 
direct the staging of the men’s fashion show 
at the fourth annual fashion and merchan- 
dising clinic of the Retail Men's Wear Coun- 
cil of New York. The clinic is to be held 
at the Waldorf-Astoria on the afternoon of 
September 17. 


Gimbel's Wins 
Local Contest 

Gimbel Brothers has been awarded first 
prize in the New York City district for a 
“Home-Preparedness” window in the dis- 
play contest sponsored by Congoleum-Nairn, 
Inc. Samuel Blum is display director. 
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ERE is an inexpensive candy case that 
attracts business and beautifies at the 
same time, showing how Flexglass can change 
an ordinary counter into a colorful, decorative 
feature. Curved side pieces are Killarney 
Green Metallic Flexglass, candy case back is 
White Mirror Flexglass, and front of case is 
Sapeli Flexwood. Flexglass is real glass in 30 
different colors and patterns. It can be applied 
to any smooth, hard surface, outdoors as well 
as indoors, and to curved surfaces, both con- 
cave and convex. Flexglass is ideal for new 
construction or to rejuvenate the outmoded. It 
lends itself to a thousand and one applications 
for fronts, lobbies, cocktail lounges, columns, Ciniily: sin at Delle: dail Daa tee 
displays, panels, etc. Send today for free = siéned and built by Karl Hansen Co., New 


Orleans, La., for Paramount Theatre, Lake 
Sample Card. Charles, La. 


UNITED STATES PLYWOOD CORPORATION, 103 PARK AVENUE, NEW YORK 


Manufacturers of Flexwood 


Flexwood and Flexglass are manufactured and marketed jointly by The Mengel Co., Louisville, Ky., 
and United States Plywood Corporation. 
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Display Studio Problems 


XXXV. APPEALING TO THE MASS MARKET 


Many things have been said and written 
about “merchandising” in the display field. 
Too often, the word has been misused and 
more often not understood. 

Basing my opinion on nearly twenty years 
in display work, I feel justified in stating 
that “merchandising is presenting a product 
so it attracts the buying masses.” An arti- 
cle may appeal or be within reach of only a 
few—but the ultimate goal of all advertisers 
who sell their goods to the consumer is to 
interest the masses. 

Learning the principles of 
mass appeal requires the study of a number 
of problems that will influence not only the 
consumer, but the life of the display itself. 
Among these are necessary mechanical and 
allied factors, such as construction. If the 
display is poorly made, hard to assemble, 
warps or fades, then the chances of doing 
a mass selling job are slim. The materials 
and finish must be durable. How durable 
depends upon how it is to be used and for 
how long. Displays can be fabricated from 
almost any material—metal, wood, plastics, 
cardboard, glass and fabrics, to mention a 
few. The selection of material has its own 
special advantages and limitations, the selec- 
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By EDWARD J. STEFAN 
Hartwig Studios, Inc., Milwaukee 


tion depending upon where and how the 
display will be used. 

Copy is an important factor. What a dis- 
play says is just as important as what a dis- 
play is or its construction. In fact, con- 
sidering the swiftly moving store traffic, 
the message on a display may be even 
more important than the message on other 
advertising media. By that I mean the copy 
should be large, and the words limited to as 
few as possible and simple enough so that 
the masses understand them. 

Other factors towards successful mass 
appeal are: novelty, quality, attractiveness 
and interest-holding. These create desire and 
cause action. So many displays are just 
like so many others. A novel display, let 
us say with motion, almost always draws 
attention. However, the important thing is 
what the eye sees when it is attracted. It 
will do a selling job if the motion is directed 
to, and related with reason to, the product 
itself. A novel display may be amusing, 
and, if not carefully planned, confusing as 
far as a selling job goes. 

Quality carries with it pride of possession. 
A display need not be unduly expensive— 
but it should look valuable. If it has a 






quality appearance, it will find a place in 
the store and usually a longer life than the 
less carefully planned unit. Even the most 
ordinary product is entitled to an attractiy 

display piece. Display is intended to at 
tract. Without attraction, it is not displa 

How to inject these elements depends mostl\ 
on the study of the product to be displayed 

Contact men who are familiar with these 
problems, and who understand the masses 
that make up over 90 per cent of the buying 
public, are ahead of display salesmen who 
think in terms of display only. If more 
thought were given to the display as related 
to the product—with mass appeal in mind 
rather than to the fabrication of the display 
itself, retail stores throughout the country 
would have more and better display units 
in their windows and on their counters than 
they have in their basements. 

There are advertisers aware of this situ- 
ation; yet, to find a remedy, in certain in- 
stances they prompt the dealer with free 
goods. Usually this type of promotion does 
not get the full-hearted support of the mer- 
chant. No dealer will refuse a well-planned 
merchandising unit or refuse to place it ina 
prominent spot. The type of dealers the ad- 


—The points brought out by Stefan in his article are illustrated by 
these displays, all produced by Hartwig Studios, Inc. 

Motorola unit takes up very little space and is being used i 
sively on counters and in windows. 
to examine the merchandise closely. . . 
tells a story, with limited copy. 
plastic, and wood cut-out letters. 
Western unit for Paris belts gives an impression of action through 
the plastic figure of the cowboy. 


Such units invite the customer 
. The Rolf's display quickly 
It is constructed of metal bars, 
The base is of plywood. ... The 


The display deliberately focuses 
attention on the product— 
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do not have to be sold on 








vertiser wants 
good display. 

Ve know that in some cases the adver- 
tiser is responsible for poor displays. Re- 
gardless of what qualified factors the dis- 
play is composed of, if the manufacturer has 
a bad reputation among the trade, the 
chances of that display being used for any 
length of time are slim. Result: the manu- 
facturer responsible concludes that his dis- 
plays are no good because dealers didn’t 
use them, whereas the manufacturer himself 
was really to blame. 

Naturally, we in the display business are 
interested in selling as many displays as we 
can, but we must bear in mind that the day 
of chasing - the-cat-out-of-the-cracker-barrel 
type of merchandising is gone. The vast 
buying public today is cautious, thrifty. Any 
odd illustration or flowery phrase excites 
the prospect to suspicion. Corresponding 
resistance is likewise created where any 
evident effort to sell is too forward. Today, 
dealers are educated to display. They have 
assimilated the combined selling knowledge 
of all who call on them, and they have 
learned that display space is valuable; the 
well-planned unit gets in, all things being 
equal. 

There are display salesmen, who, in col- 
laboration with their art department, try to 
develop a display from a circular and a 
dummy carton. How, when and where the 
product is marketed is not considered. 
Sometimes this works, but more often it is 
charged to the art and sample department 
as another failure. I have learned that the 
dealer's recommendations are worth looking 
into. Displays designed and produced from 
a personal preference standpoint seldom ap- 
peal to the masses. The right senses can 
not be struck until the trend of popular 
opinion is known and appealed to in the 
display. We can not get this by planning 
a display from a dummy carton and a circu- 
lar alone. Our applause, and we get it, must 
come not from the executive within, but 
from the masses without; they are our final 
judges. 


Okie Is Interviewed 
On Radio Program 

W. Bayard Okie, Jr., whose display set- 
tings for such firms as Marcus & Co., New 
York City jewelers, have created much com- 
ment was “guest star” on the “Success Se- 
crets’ radio program over station WINS 
the night of July 24. The interview, con- 
ducted by Irma Ericsson, brought out the 
fact that Okie first became interested in 
display by making miniature ballet settings 
for his own amusement. He continued this 
hobby while holding a number of jobs, among 
them one as an actor on the old Famous 
Players lot on Long Island, another as cub 
reporter, and a third as jewelry salesman. 
It was while working as a salesman that he 
created a miniature setting which was used 
by the jewelry firm—and he has been in dis- 
play work ever since. 


Added Duties 
For Perrault 

In connection with the expansion program 
of The Fashion, Houston, Edward Perrault, 
display director, will also be responsible for 
the merchandising of the accessory depart- 
ment. 
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FABRICON 


Actual shimmering 
satin material lam- 
inated to a flexible 
4 ply white board. 
Just the thing for 
smart ribbon ef- 
fects as well as a 
countless number 
of Fall and Christ- 
mas novelty ef- 
fects. 


FLEXIT, 3 
zs) 
A modern back- 
ground board with 
smartly ribbed 
flexible curves. 
Available in hand- 
some woodgrain, 
marble, fabric and 
16 bright Fall and 
Christmas colors. 








CURVO *« 


Curvo is an economy-priced board 
with rigid curves that can be used SATINEX 


for the construction of window back- Gleaming, glisten- 
grounds, valances, proscenium fronts, ing flexible 10 pt. 
remodeling, etc. Available in two covering board in 
thicknesses: WALLBOARD — 3/16” — 8 new color tones. 
thick, ready for either water color Also in fluted pan- 


or lacquer painting, and FIBRE  eling and_ ribbon 
BOARD—3/32” thick, with a choice widths priced 
of woodgrain, fabric, and 16 solid amazing low. 
colors laminated covering. 


FLEXO- 
PHOTO PICTORIALS 
An outstanding Greggory “first” is BOARD 


the photo pictorial—giant size photo Extra wide-width 
murals that can be used both in the woodgrain, mar- 
window and in the interior. Printed ble, and fabric re- 
in sepia or beautifully hand colored. production board 
with white corru- 
gated backing. Be- 
32-PAGE FALL CATALOG cause of special 
and samples of all of these materials nner lining corru- 
available at your request. Write today! gations do not 
show through. 














GREGGORY, INC. 


10 EAST KINZIE STREET CHICAGO, ILLINOIS 


The Largest Exclusive Display Material Laminators, Processors & Manufacturers 


Papers @ Boards @ Fibres @ Fabrics @ Novelties @ Laminations @ Distinctive Displays 
































FOR FALL AND WINTER DISPLAYS 


BACKGROUNDS, FLOORINGS & DECORATIVE PURPOSES 


A New Coated Textile 
in a Novel Quilted Effect 


QUILTEX 


15 Beautiful Colors Ready Now—Immediate Delivery 
SEND COUPON FOR COMPLETE INFORMATION 


THE WEISS « KLAU CO. 


462 BROADWAY, NEW YORK 


Leather Cloth Division 














THE WEISS & KLAU CO., 462 Broadway, N. Y. 


You may send complete sample folder of 
QUILTEX with prices. 
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“In 1891 
we 
made 
the first 
one”’ 


AIR BRUSH 
CATALOG a escen ale or 


THE WOLD AIR BRUSH Popular sizes, styles and colors. Write for 
M ANUFACTURING ry your samples and prices. Ask your Dealer. 
2173 North California Ave. THE REDIKUT LETTER CO. 

CHICAGO - - ILLINOIS 524 S. Spring St. Los Angeles, Calif. 
REE 
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Seasenalde Ideas... 
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By EVERETT SCROGIN = : 
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“HELPFUL HINTS FOR HOPEFUL HUNTERS: 
DISPLAY SPORTING GOODS, ESPECIALLY HUNTING CLOTH/NG ANDO 


EQUIPMENT, /N OCTOBER. EFFECTIVE DISPLAY ACCESSORIES MAY 
/NCLUDE GUNS, DECOYS, GRASSES, COP/ES OF STATE GAME LAWS. 










WZ 


*AUTUMN LEAVES FOR DISPLAYS: 
JACK FROST COLORS THEM BEAUTIFULLY, 
BUT YOU CAN GIVE THEM ANY TINT YOU (i 
LIKE BY SPRAYING WITH AN AIRBRUSH. 








REDDISH BROWN 


GARNET 


RAF BLUE 
BLUE-WINE 
MOSSY GREEN 








-OCTOBER AND FOOTBALL: 
USE FOOTBALL MANNEQUINS OR FOOTBALL 
EQUIPMENT 1N CONNECTION WITH SALES 
OF SWEATERS, BLANKETS AND WOOLENS. 


“HARVEST SALES: 
CORNSTALKS, CORN SHOCKS, PUMPKINS, ETC. 
OFFER LIMITLESS POSS/B/LITIES FOR THE WELZ : 
CREAT/ON OF HARVEST ATMOSPHERE. m= EVERETT $CROGIN 
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Point Of Purchase Institute 


Plans Display Research 
Under the guidance of Lincoln Jones, di- 
rector of research, the Point of Purchase 
= ied se dell tT ate ew 
| Advertising Institute, Inc., 52 Vanderbilt SNOW-FOREST 


avenue, New York City, is outlining some 


research projects on display material of a MURALSCENE 





national advertiser nature. The project calls SIZE 

for the use of field investigators who will 6814" high by 50” wide 

-all on a “test sample” group of retail 

aes A it hci , A Snow-Forest Mural of 

outlets at regular intervals over a period of ‘esti d d 

seven weeks. At the beginning of the test majestic grandeur, made 

period, field investigators will take inven- on a strong grade of can- 

tory in units of the product in each test out- vas-finish white paper. Pro- 

let. Further inventory of the units in stock duced in multi-color combi- 

will be taken each week; at the conclusion nation of blue and white 

of the tests, the surveys will be tabulated, with white border. 

analyzed, and released in report form. Packed in individual shipping 
container 

Quintrell Wins Shipping weight approximately 
10 lbs. 

Quaker Contest 


First prize of $100 in the Quaker Lace PRICE 
Company’s “Home Craft” display contest $3 75 
has been awarded to Everett Quintrell, % 

Elder & Johnston Company, Dayton, Ohio. NALCO SNOW.-FOREST MURAL- 


A letter from the sponsoring company indi- SCENE is another unique display 


cates that the names of other prize winners item produced by the originators of 
are not available for publication. 


Local Contest _ NALCO 


. WINTERSCENE 
First prize in a local display contest held SNOWRANGE 
in connection with the dedication of the Will 
Rogers air base near Gatiiee City has SURF mn al « Oo 


been awarded to Beaumar Jaimes, Kerr Dry PANORAMAS rRHCORPORATED 


Goods Company. © Nalco, Inc., New York, N. Y. 116 E. 27th St. NEW YORK, N. Y. 




















COMING UP! 


Labor Day—September 1. 

National Felt Hat Day—September 13. 

National Retail Demonstration—Sep- 
‘tember 15-19. 

Constitution Week—September 15-20. 

Constitution Day—September 17. 

National Dog Week—September 21-27. 

Better Parenthood Week—September 
22-28. 

Autumn Begins—September 23. 

Moving Day—October 1. 

National Hardware Open House, Oc- 
tober 2-11. 

Nationally Advertised Brands Week— 
October 2-12 (tentative date). 

National Furniture Week—October 4- 
11 (tentative date). 

National Letter Writing Week—Octo- 
ber 5-11. 


Columbus Day—October 12. M A R O U A R D T WIND-0-WIDTH PAPERS AND 
Girl Scout Week—October 26-Novem- 


THREE DIMENSIONAL UNITS 


ICTOR 
HAIDA 
DISPLAYS, Inc. 


149 W. 24th St.—New York, N. Y. 
EAGER TO SERVE Tel. CH. 3-3540 





i> a, waa ii, win din din ai aii 
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ber 1. 
National Doughnut Week — October 

26-November 1. “CAMPUS” UNIT—”’SQUIRREL” UNIT—"HERE TEACHER” UNIT 
Navy Day—October 27. — ; 
Hallowe’en—October 31. Complete ready to install. $18.00 each F. O. B. St. Louis or New York. 107 Wind-O-Width 
National Apple Week — October 31- paper in 8 popular new colors: Lemon yellow, straw. peach, fibre tan, chocolate, blush rose. 


November 6. Gentian blue, turquoise—in stock for immediate delivery. Order now from 


Pirie algeria GARRISON-WAGNER COMPANY 
lowing: National Business Women’s 1629 LOCUST STREET “Distributors” ST LOUIS, MO. 


week; National Retail Grocers’ week; Visit Our New Chicago Showroom—326 W. Adams St., Chicago 
Automobile Show; Better Light-Better 
Sight; World Series. 


-_ PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 
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MERCHANTS RE 


SPLAY PUBLISHIN 





OUR PLATFORM 


1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 
Columns. 


VOL. XXXIX 


Editorially 
Speaking ... 

The National Retail Dry Goods Associa- 
tion has just released its annual analysis 
of publicity expenses for department and 
specialty stores, this report covering the 
vear 1940. The figures show that out of 
the average publicity dollar, 60 cents went 
for newspaper advertising, 14 cents for total 
display, 10 cents for advertising payroll, 6 
cents for direct mail, 6 cents for “miscella- 
neous,” and 4 cents for production costs. 

It will be remembered that similar reports 
in the past, based on questionnaires sent to 
the N. R. D. G. A.’s 5,700 member stores, 
showed that display received the following 
percentages of the average publicity dollar 
in the past few years: 1937, 11 per cent; 1938, 
13 per cent; 1939, 15 per cent. 

Accordingly, the report for 1940 indicates 
a drop of 1 per cent in the average amount 
of the publicity fund set aside for display. 
This is in line with the trend for lower pub- 
licity costs in relation to sales, as shown be- 
low. Yet in spite of this slight reduction in 
the percentage of the publicity dollar al- 
lotted to display during 1940, almost as 
much money was spent for display purposes 
as in the vear before. 

This is explained by the fact that the pub- 
licity percentages quoted by the N. R. D. 
G. A. are based on sales for the year, just as 
in past reports. And since sales were up, 
roughly, some 10 per cent in 1940 over 1939, 
the portion allotted to display has to be fig- 
ured on a higher amount of sales than for 
the vear before. 

As a matter of fact, had not the general 
trend been toward a decrease in the entire 
publicity budget in relation to sales, consid- 
erably more money would have been spent 
for display in 1940 despite the smaller per- 
centage of the budget set aside for this form 
of advertising. 
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Quoting from the N. R. D. G. A. analysis: 
“For stores with annual sales under $500,- 
000, total publicity expenses last year was 
3.54 per cent of sales, as against 4 per cent 
for 1939 and 4.59 per cent in 1938. Similar 
slight improvement appears in the other 
classifications, including one-half to one 
million, one to two million, two to five mil- 
lion, five to ten million, and stores with 
annual sales of ten million and over. 

“Specialty stores with annual sales up to 
five million, however, showed a 5.75 per cent 
publicity cost, compared with 5.59 per cent 
for 1939,” 

What this means in terms of actual ap- 
propriations is seen in the following exam- 
ple. Assuming a store did $500,000 in sales 
in 1939, approximately 4 per cent of this sum, 
or $20,000, was set aside for total publicity 
costs, of which display received 15 per cent, 
or $3,000. In 1940 that average store in that 
classification did a roughly estimated $550,- 
000 in sales, but lowered its publicity ap- 
propriation to 3.54 per cent, or $19,470—of 
which about 14 per cent went for display, or 
$2,725. 

This example is given solely to illustrate 
the foregoing paragraphs. Like all “typi- 
cal examples,” it should not be construed as 
applying in any specific case... . 

At one of the board of directors’ meetings 
held during the convention of the Interna- 
tional Association of Display Men in Chi- 
cago late in June it was decided that the 
directors should hold a mid-year meeting 
in Washington in December. Purely in the 
interests of economy, DISPLAY WORLD 
would like to ask the question: “Wouldn't 
it be better to wait and see if pressing busi- 
ness matters justify such a meeting before 
spending the amount of money necessary to 
bring these men together?” Transportation 
costs alone would amount to about $710. 
The present administration and board of di- 
rectors have done such a splendid job of 
building up the association’s funds and 
keeping them intact that it seems a shame 
to spend this money for a meeting that 
might be dispensed with—unless important 
matters require a personal conference, of 
course. 


Prizes To Be Given 


In Letter Week Contest 

National Letter Writing week, to be held 
October 5-11 this vear, will include a nation- 
wide display contest with cash prizes to be 
awarded the winners. Entries may be made 
in either of four groups: department stores, 
stationers, variety stores, and drug stores 
and other retailers not in the first three 
groups. First prize in each classification 
will be $100, with a second award of $40. 
In addition $1 each will be awarded for the 
next best 100 photographs entered in the 
contest. Complete information can be ob- 
tained by writing Paper Stationery & Tablet 
Migrs. Association, 527 Fifth avenue, New 
York City. 
"Tested Ideas" Book 
Is Published 

“A Sketch Book of Tested Ideas for 1941 
Christmas Planning” is the title of a booklet 
just released by the Meyer Both Company, 
369 Lexington avenue, New York City. 
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SPOKANE CLUB 
IS ACTIVE 
3y Vic Linden 

The new Spokane Display Club has h:; 
a busy time of it since its reorganizati: 
three months ago. One activity was tl 
sponsoring of a city-wide Father’s day dis 
play contest in cooperation with the Reta 
Trade bureau. More than thirty entries we: 
received. The club donated the cash award 
first prize of $20 going to Ted Mille: 
Thomas & Gasman; second place and $1] 
was won by Lester Hunt, Tull & Gibbs, an 
C. H. Fogelquist, Fogelquist’s Men’s Sho; 
won $5. Twenty-four of the windows wer 
photographed by Lonnie Miller and Willard 
Outlaw, J. C. Penney Company, and show 
at the June club meeting. 

Another club-sponsored contest, to stir in 
terest in the sale of defense bonds and 
stamps, has just closed, but the prize win 
ners have not been announced. Fifteen en 
tries were received. Prizes will range from 
a $25 defense bond to $5 in saving stamps. 

After a lengthy investigation as to the 
merits of union affiliation, the club has defi- 
nitely decided upon an independent associa 
tion. An employer relations committee has 
been appointed with its purpose closer re- 
lationships between employers and display- 
men. Three members have already been 
benefited through its operations. Everett 
Kirkpatrick, educational committee chair- 
man, is planning an extensive program of 
educational demonstrations. Members vol 
unteering their services for such demon 
stration displays will be remunerated. 

The passing of Ray Hering came as a 
terrible shock to the members of the local 
club. He passed away from a sudden heart 
attack on the morning of June 27, after hav- 
ing attended a meeting of the club the night 
before, at which time he had seemed in the 
best of health. He was 55 years old, dean of 
Spokane displaymen, and widely known 
throughout the display profession. His re 
markably pleasant personality and spirit of 
cooperation made him well liked by all who 
knew him and his loss will be keenly felt 
He is survived by his wife, Wilhelmina, two 
sisters in Seattle, and two brothers in San 
Francisco. 

Wayne Corey, for seventeen years Her- 
ing’s first assistant, becomes display man- 
ager at The Crescent; because of his new 
and important duties he has found it neces- 
sary to resign as president of the Spokane 
Display Club. He is succeeded in office by 
Lonnie Miller, formerly vice-president 
Franklin Curtis, Curtis Style Shop, fills th 
vacancy created by the promotion of Miller. 
Earl Pendleton of the Owl Drug Company 
has been elected as a member of the board 
of trustees to fill the place left vacant by 
the resignation of Arnold Styff. 

A stag party has been planned for this 
month’s club activities; arrangements are 
being made by a committee composed of Vic 
Linden, Cecil McSpadden, and Everett 
Kirkpatrick. 





Congoleum Prize 
Won By Styff 

Arnold Styff, the Palace Store, Spokane, 
has been awarded $150 first prize in the re- 
cent Congoleum rug display contest for ‘he 
San Francisco district. 
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Two Stores Tie For Second 
In Shulton's Contest 

In the third annual Early American Old 
Spice Father’s day window display contest 
this year, not only were the department 
store entries 50 per cent greater than last 
year, but the quality of the windows was so 
fine that it was necessary for Shulton to 
award two prizes for second place. The 
judges, Elmer Sheets, editor, Beauty Fash- 
ion; Polly Pettit, display consultant, and 
Leland G. Wesley, account executive, 
deemed it one of the most outstanding con- 
tests ever held on men’s toiletries. 

Accounts were divided into department 
and specialty stores, and a second classifica- 
tion consisting of drug stores. In the de- 
partment store group, first prize of $300 was 
won by The May Company, Los Angeles, of 
which Carl W. Ahlroth is display manager. 
The two stores which tied for second place 
were J. P. Allen Company, Atlanta, with R. 
L. Sellers as display manager, and The 
Union Company, Columbus, Ohio, Earl E. 
Wise, display manager. In each case, the 
company awarded the second prize of $200. 
Third prize of $100 was won by J. N. Adam 
& Co., Buffalo, N. Burr Nichols, display 
manager. 

The drug store group of prize winners 
were Interurban Pharmacy, Inc., Houston, 
whose display manager, B. J. Levy, won 
first prize of $300. The second prize of $200 
was awarded to B. L. Walker, display man- 
ager, John S. Watkins, Kansas City, Mo., 
and third prize of $100 was given to Trenot 
Pharmacy, Rockford, Ill., Menroy B. Mills, 
display manager. 

Ten fourth prizes of $10 each were given 
in each group. Because of the two second 
prizes awarded in the department store 
classification, the total cash awards amount- 
ed to $1,600. In addition to these cash prizes, 
every store participating in the contest re- 
ceived a $5 retail credit on Early American 
Old Spice toiletries as an entry award. Miss 
Irma Ericsson, advertising manager for 
Shulton, was contest manager. 


Plastic And Black Light 


Combine For Novel Tree 

J. M. Gordon Company, Inc., 189 Greene 
street, New York City, has announced an 
unusual Christmas tree for the coming dis- 
play season. Made of “Lumarith” plastic of 
dual color pigmentation, so that the colors 
are constantly changing from movement un- 
der normal lighting, the tree is said to be 
particularly resplendent under “black,” or 
ultra-violet, light. The necessary ultra- 
violet units are also being furnished by 
Gordon, and his firm is likewise acting as 
a supply source for “Lumarith” Christmas 
tree ornaments of « novel nature. Complete 
information can be obtained from the ad- 
dress given above. 





New Wide Paper 
Called "Broadsweep" 

\ moderately-priced decorative display 
paper, 87 inches in width, has been placed on 
the market by The Capital Merchandising 
company, 217 Christopher avenue, Brook- 
ly Called “Broadsweep,” the paper comes 
in a wide range of colors, as shown on 
ainple cards now ready for distribution. 
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CAMPUS 
CO-EDS 


The style of Campus Co- 
eds will accentuate your 
women’s and misses’ Fall 
Dresses, Coats and Femi- 
nine Sportswear, Brown, 
Green and Light Orange 
on Forsythia Yellow 
Bulkton Seamless make 
up the color scheme of 
Campus Co-ed. Deckle 
Edge Finish. 


Size, 48” wide x 84%” 
high. Price per panel— 


$3.75 


Write for your copy 
“Display Fashions 
for Fall and Winter.” 


Bulkley, Dunton 
and Company 


Display Division 
295 Madison Ave., New York, N. Y.—2635 So. Wabash Ave., Chicago, Ll. 
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the Tacker with a BACKGROUND 
of CONTINUAL PERFORMANCE 


UTDOORS or indoors — sign tacking or display work — Hansen 

Tackers have a nine-year service record in both! Mechanically 
perfect—using precision-made staples—and both Tacker and Staples 
made in the same plant, constant teamwork is assured. 





Not content with one or even a few models, Hansen has expanded 
the line to thirty-six units and eighty-one different sizes and widths of 
staples. With such low year-to-year cost, why be satisfied to limit 
your Tacker encanta Investigate the newer models. 


HAVE YOU SEEN 


the Hansen Blue-Line coy A.L. HANSEN MFG. CO. 


Tackers with the new 5041 RAVENSWOOD AVE. 


- bala Jaw? CHICAGO. ILL. 







































ML8 
AIRBRUSH 
GOES TO 


S———_ — 


FAST ML8 AIRBRUSH BREATHES 
DYNAMIC LIFE INTO DISPLAY 
MAKES PASSERS STOP and BUY! 


“AIR” gives your Display the extra punch that 
makes it click .- and produces sales. The 
ML8 with vivid Paasche Colors gives full vent 
to your creative ideas ... enables you to pro- 
duce the effect you want quicker—easier. This 
lightweight, yet sturdy, Airbrush is the favorite 
of Display, Theatre, and Poster Artists every- 
where. START TODAY ... USE THIS FASTER 
METHOD—INCREASE YOUR EARNING POWER. 


Write for Free AIRBRUSH BULLETIN P10-40 


and Paasche Show Card Color Chart, air- 
painted with brilliant non-bleeding Airbrush 


colors. Qh, 2 


1911 DIVERSEY PARKWAY CHICAGO, ILL. 
In Canada: 
The Hughes Owens Co., Ltd., Montreal 
The Art Metropole Co., Ltd., Toronto 














































“SUNFILTER” 


TRANSPARENT SHADES 
INSURE 


YOUR 







WINDOW 

DISPLAYS 

AGAINST 
FADING 


SUNFILTER SHADE CO. 


1063 South La Cienega Boulevard 








Los Angeles - - California 








NOW! NEW! 
CLEAR AS GLASS 
COLORLESS “SUNFILTER” SHADES 


EASY TO INSTALL 


Over 1,000 "'Sunfilter" installations. Send 
for certified list of stores protected by 
genuine "Sunfilter." Sunfilter" shades are 
approved by the F.H.A. . . . Write today. 

































“Let us help solve your ‘prop’ problems” 


The Prop Shop 


142 EAST 32nd STREET NEW YORK CITY 
Phone LExington 2-5973 

Complete Backgrounds Rented or Built to Order 
At Reasonable Rates 
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CORRECT THE SIGN EVIL 
[Continued from page 24] 


centage of transactions to customer traffic. 
Fifty stores were used in widely separated 
areas throughout the United States. The re- 
sult showed that though ninety million peo- 
ple annually traversed the stores checked, 
only thirty million made purchases. Why 
sixty million people enter department stores 
without buying is a question difficult to an- 
swer. But executives everywhere, including 
such great merchants as Jack Straus, presi- 
dent of R. H. Macy & Co., agree that a 
greater percentage could be made to buy if 
the presentation of merchandise and the ac- 
companying signs had more complete and 
stronger sales appeal. 

The DuPont Company recently made a 
survey for one of the country’s largest 
stores, in an effort to find out what percent- 
age of their business was attributable to im- 
pulse buying. 

They interviewed 1,269 customers and 
found that six out of ten, who had entered 
the store expecting to buy a specific item, 
purchased one or more additional items on 
impulse. A large percentage of those who 
made impulse purchases said that they had 
been attracted to the merchandise by the 
complete, informative copy on signs used in 
conjunction with the merchandise. Most of 
them claimed that, had the sign not been 
adjacent to the merchandise, they would 
not have taken time to ask questions which 
were answered by the sign. Thus they were 
enabled to make extra impulse purchases 
without additional effort. So, no matter 
what the item is, if it has appeal, style 
value, utility value, describe it briefly and 
completely on a sign. Signs will help cre- 
ate more impulse purchases. 

After you have indicated the points at 
which you believe more merchandise can be 
sold, the next step is to select the fast- 
moving, profit merchandise for displays at 
these points. At point No. 1 should be 
shown the fastest-moving profit item on 
your stock list. (This can be alternated 
with a brand-new item in which you have 
unusual confidence because of its fashion 
appeal.) Then, take the balance of the 
positions selected for the presentation of 
your merchandise, and place your feature 
items in the order of the importance and 
effectiveness of these additional locations. 

Rotate your items, keeping an accurate 
record of the sales of items featured at the 
traffic points. If sales are not satisfactory 
on a particular item, and you are convinced 
that it has popular appeal, make an effort 
to present that item more effectively. If it 
still refuses to move, replace it with some- 
thing else that you consider a fast-selling, 
profit item. Regular forms listing the items 
featured with respect to selling points, their 
price, and the daily sales volume from each 
display are a valuable aid. In this manner 
you can, in a short time, discover the magic 
selling spots of your departments. 

Leave the guess-work out of your presen- 
tation of merchandise to your customers. Be 
specific, and remember that you are present- 
ing your merchandise to the smartest and 
dumbest people in the world—the customer 
—and that the dollar of the illiterate immi- 
grant is just as valuable as the dollar of a 
Harvard graduate—and that, furthermore, 
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the Harvard graduate can understand 
simple factual information and so can t 
illiterate. 

Here are eleven important points to 
member about signs: 

1. A sign can give important selling poi 
about every item to every customer \ 
looks. 

2. It can give information or do a selli: 
job without neglecting or offending anoth 
customer. 

3. It can sell any number of customers 
a time. 

4. It can sell all day long without becon 
ing exhausted at the end of the day. 

5. It can do a good selling job without 
either high pressure or indifference. 

6. It can give information and maintain 
store policy according to the wishes of th 
department manager. 

7. It can do a continuous selling job at a 
lower cost than any other form of salesman 
ship. 

8. It can give reasons for buying, answers 
to obvious questions, each one applicable to 
some particular form of merchandise. 

9. It can build up the customer’s desire 
to a point where she is ready to face the 
clerk and buy. 

10. It can save salespeople’s time. 

11. It can increase sales and profit. 

Summarizing, remember that 75 per cent 
of all the signs used in all the stores are 
inadequate, incorrect, or misleading, that the 
use of comparative prices on signs is prob 
ably the most abused practice in sales pro- 
motion, and that 95 per cent of all the com- 
parative prices are dishonest and if used in 
the newspapers would leave the stores open 
to citation from the Federal Trade Com 
mission and complaint from the Better Busi 
ness Bureau. 

Remember that the great chain stores feel 
that the presentation of merchandise with 
complete signs is as important as any one 
feature of their promotional operation, and 
as you take this thought back home remem- 
ber that the responsibility for the signing 
job is entirely in your lap, and the only way 
you can accomplish it satisfactorily for your 
store is by shocking the management into a 
belief that a better signing job means more 
business and that the existing job is inade- 
quate for your fine store. 





Flexible Displayer 
Is Placed On Market 

W. Bartikoski, display manager for the 
First Street Store, Duluth, has formed a 
company to handle the sales of a new flex- 
ible displayer of his invention. The sturdy 
wire unit is available in many forms, among 
them being cylinders having adjustable 
shelves which can be placed in any location 
on the roll. Complete information can be 
obtained from the Wes-Bar Displayer Com- 
pany, 1005 East 13th avenue, Duluth, Minn. 





New Display Figures 
Go On View 


Mayorgas Mannequins of Tomorrow an- 
nounces that the firm’s newly fashioned line 
of display mannequins in the higher grade 
group is now ready for inspection. [he 
company is located at 119 Prince street, New 
York City. The figures were designed by 
Gabriel Mayorgas. 
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Flexees Awards 
To Total $1,000 


Flexees’ annual national window display 
contest will take place as a 


made known by Mack Kahn, president, 


feature of 
Flexees Fashion week, October 6 to 11, it is | 


Artistic Foundations, Inc., 417 Fifth avenue, | 


New York City, who states that $1,000 in 
cash prizes will be awarded to winners. 
Again following the theme of inter-depart- 


ment coordination between the ready-to-wear | 


sections of the stores and their corset de- 


partments, the prizes will be based on the | 


best interpretation of the thought, “A New 
Dress Deserves a New Flexees.” 
Twenty-five prizes will be 


distributed, | 


with a grand prize of $200 to be awarded the | 


national winner. Other prizes are as fol- 


lows: 


two second prizes, each $100; three | 


third prizes, each $75; four fourth prizes, | 


each $50; five prizes of $25 each, and ten 
prizes of $5 each. Photographs must be 
mailed on or before midnight, October 31, 
and the names of prize winners will be an- 
nounced in November. 

Judges will be: Mack Goldman, Women’s 
Wear Daily; Mrs. Louise Campe, Corset & 
Underwear Review; Miss Valentine Erskine, 
Corsets and Brassieres; Miss Pearl Berry, 
National Retail Dry Goods Association Bul- 
letin, and Arthur Hirshon, advertising coun- 


sel. 





Tennis Week Award 
Won By Billock 

Frank Billock of the S & H_ Sporting 
Goods Company, La Crosse, Wis., has been 
announced as winner of first prize in the 
window display contest in connection with 
National Tennis week, sponsored by The 
Sporting Goods Dealer, St. Louis. 

Joseph L. Grefig of A. G. Spalding & 
Bros., New York City, was second, and cash 
awards also were won by J. Capolino, 
Mitchell & Ness, Philadelphia; Grace Ever- 
est, Scruggs-Vandervoort-Barney, Inc., St. 
Louis J. Butz, Miami County Hard- 
ware Company, Piqua, Ohio; I. C. Gernert, 
M. S. Young & Co., Allentown, Pa., and 
Robert Harbour, Allen & Jemison Company, 
Tuscaloosa, Ala. 


Louis; 





Darling Purchases 
Shirt Form Patents 

The L. A. Darling Company, Bronson, 
Mich., has purchased the “Save-a-Shirt” 
coat form patents and is now the sole manu- 
facturer of the device. This new form en- 
ables the displayman to display the shirt 
as worn without removing either the card- 
board or pins from the shirt. When re- 
moved from the form the shirts can be re- 
turned to their boxes in “factory fresh” 
condition. Another popular feature of the 
device is that a customer can buy the shirt 
displayed, as it takes the displayman only 
about three minutes to change the shirt on 
the form. 


Arthur Levine Joins 
American Display 

n augmenting its staff, American Display 
Fixture Company, 20 West 27th street, New 
York City, has appointed Arthur J. Levine 
manager for the Eastern 


as sales contact 


te itorv. 
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We invite 
1100 SERIE 
- manufactured ..... SAMPLES ON REQUEST 
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CRESCENT 1100 SERIES CARDBOARD 


This new EXTRA TOP 
COATING offers you a 
superior ONE STROKE 
SURFACE, improved 


ERASING QUALITIES and 
brighter COLOR VERSIONS 


u to try the 1941 Model 


The Smooth Texture , Non-fading and Non-bleeding 
Qualities, and 14 Ply Laminated Middle 
duced as original features remain unchanged. 


> 


intro- 


Crescent 


Board ~— the “most modern” 


G Product of 
CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. 


by Leading Distribulirs 


For Sale 


CHICAGO, ILL. 


— Cvey 


/ 
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87" x 36' 
ROLLS 


ARTONE 


Two-tone metallic leatheretts paper. 


48" x 36’. $2.50 


Per Roll 
(13 color combinations) 


Color Booklets on Request 
Address Paper Division 


1020 ARCH STREET 


DON’T BE FOOLED 


Prompt, Immediate Delivery on 


BROADSWEEP SEAMLESS PAPER 
$3.75 Per Roll COLORS 


LEVANT 


Leatherette grain paper. 48" x 36’. 


Per 
Roll 


(12 colors including copper, 


ADVANCE DISPLAYS 


"Philadelphia's largest Display Center" 


$2.50 


gold and silver) 


We have large stocks on hand of the above items. Use 
these and don't worry about scarcity of display papers. 


"ADVANCE DISPLAYS" can fill your orders. 


PHILADELPHIA, PA. 











THE BRISCHOGRAPH 


makes you an artist instantly 
for posters—backgrounds 
SEND FOR CIRCULAR 


THE BRISCROGRAPH CO. 


26 W. WEISHEIMER RD. COLUMBUS, OHIO 
Established 1926 











THAYER & CHANDLER AIRBRUSH 


Log the p 


910 W.VAN BUREN ST., 





articular artist 


talog $2 
NDLER 
CHICAG O.4LL 
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USE BEAUTY SPOTS 
to replace eyesores 


(exposed spotlight bulbs) 


(exposed old-style spotlights) 





USE STREAMLINE REFLECT-O-LITES 


Cat. No. 352 Cat. No. 353 
Mobile unit for win Interior display unit 
dow, floor, counter with flange for ceil 
Swivel base. 8’ cord ing, or wall mounting 
and plug over outlet box 
Satin Chrome finish. 6” dia 8.” long Use 


with the new Reflector & Projector Bulbs: 
150 Watt Mazda R40 & PAR38, Birdseye RE40 


LIST PRICE (bulb not included)...... $11.00 
Less 20% to stores. NET PRICE.. ves ae 


18 different non-fade color glass filters. 
LIST $2.00 each. NET STORE PRICE, $1.60. 


Prompt Delivery 


CENTURY LIGHTING, Inc. 


419 W. 55th St., New York, N. Y. 
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GET YOUR PREPARED OAK FROM 
ADVANCE DISPLAYS 
1020 Arch St. Philadelphia, Pa. 


Colors: Wine, Brown, Green........ 25c Lb. 
Autumn Transparent...... $1.50 Lb. 
IMMEDIATE DELIVERY 


BEST MADE DISPLAY PEDESTALS 


5 and 6 inch Tubular Base, from 6 to 24 inches 
high. Chromium plated. Good quality felt covering. 











Shoe tops plated and not plated at attractive prices. 


BEST MADE METAL PRODUCTS 


1538 PARK PLACE BROOKLYN, N. Y. 
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Dshion- Vane 


PB FRANCINE POST Smite 





The Great Golden Opportunity is practi- 
cally upon the fashion vendors. This fall 
season will open the era of added earners 
and extra dollars on the one side and fash- 
ion creators on the other who, encouraged 
by recent original successes, introduce the 
greatest wealth of diverse styles ever de- 
signed exclusively for Miss and Mrs. 
America. 

Starting at the top, there are four main 
trends in headwear: (1) the hooded types 
that will include countless variations of the 
covered-back-of-head hat; (2) the profile 
hats that will be chiefly dashing adaptations 
of smart berets; (3) the horizontal or 
squarely-atop-the-head hat with brims hori- 
zontal; (4) the high hats that range from 
the Eskimo busby (in fur) to stove-pipe- 
crowned close bonnets. 

More specifically : in the hooded group 
will be types developed from wimples, snoods 
and such medieval headgear as St. Eliza- 
beth’s helmet and crusader helmets, also 
Victorian bonnets with pettiskirts behind 
and draped-to-head crowned bonnets with 
back aprons or curtains. This group also 
will include big brimmed hats with pleated 
or gathered ripple of the brim concealing the 
neck and part of the shoulders while the 
crown models the back of the head. (Un- 
doubtedly these hooded, down behind types 
are early numbers or will be modified for 
later wear to the point of compatability with 
coat collars.) 

In the profile hats are the sophisticated 
berets for wear with town tailleurs and the 
sleek, straight-line fitted costumes of ultra- 
smooth type. These berets may be huge 
and variously manipulated. All are pulled 
over one whole side of the head, exposing 
the other side and the pompadour roll, but 
covering much of the back of the coiffure as 
well as the right side of the head and face. 
The profile hat may be an upturned big brim 
type with peaked crown, or, at the other 
extreme, a mere handful of hat perched off 
on one side, hugging the back of the head, 
however, and jutting out forward. Or the 
profile hat may be a medium-sized beret 
with pouchiness and perched forward as well 
as to one side. It may be otherwise varied 
by scalloped edges, tucks, gathers and pin- 
overs. It may be untrimmed and severe, or 
notched with the “V” of Victory (big brims, 
too, are “V"-ed) and stuck with dramatic 
quill. 

The horizontal hats actually include fewer 
pompadour-revealing styles than any other 
fall group. A few, those of soft, rippling, 
dressmaker brims perching atop a back-of- 
head-hugging skull cap will fan out above 
pompadours. And some of the big balanced 


brim types, anchoring to the back and crow: 
of the head will also ride above the pompa 
dours as will the Boldini berets. But others 
of the horizontal group, those of Moyanag: 
or Ecclesiastical derivation, replace th 
pompadour with hat interest. These ar 
notably the winged nun’s coif of the St. Vin 
cent de Paul order and other nun’s coifs 
of brimmed type attached to head swathing 
and troubadour type. In the same group 
are the South American stiff little high 
crowned numbers with straight brims, some 
to be worn completely straight, others slight 
ly pitched forward with hood anchorag 

A point to remember is that all the pomp 
adour revealing hats, in whatever group, are 
first new hat silhouettes, utterly new, fresh 
and different looking, with their own news 
their first concern. Second only are they 
pompadour hats, and this only because they 
must concern themselves with relating their 
new lines to the pomp or bang coif. 

Some even venture to replace the pompa 
dour, among the high hat types especially, 
and occasionally a scooped forward brim 
does this. The high built turban sometimes 
has a built-in widow’s peak that will sep 
arate the sweep of a pompadour or elimi 
nate it for new forehead flattery. Sometimes 
the rolled up and forward jutting manipu 
lated brim of a high draped crown type hat 
will displace the pompadour. 

But the high fez (very important to! 
height with the new costume silhouette) and 
most high turbans as well as high-crowned 
back-from-forehead toques and head hug 
ging crowned, big brims that sweep up vet 
tically in front will go back to pompadours 
Set back on the head most of the high types 
will spell youth. Some will achieve dash 
Worn straighter, their height, above new 
svelte silhouettes, the high hat will have 
distinction and dignity. 

From the shoulders down the silhouett 
news in dresses is divided in two groups, 
casual for the majority, dressy for the few 

In the first are two-piece dresses or those 
with the two-piece look achieved respec- 
tively by tunic jackets of long fitted typ 
with pleated skirts, form-fitted longer jack 
ets, boxy jackets (newer angle in short jack 
et ensemble with fur) and by the tun 
effects in use of contrasting color of fabric, 
in false or apron tunic gathered in front 
with straight back or in peplums. Also thie 
two-piece look is achieved by the hip cutt. 

About the shoulders the new look in cas- 
uals is accounted for by the raglans, dol- 
mans, deep armholes, saddle shoulders, 
kimona shoulders and dropped shoulders. 
Bloused softness of bodice is predominant 
It is noteworthy, for instance, in the easy- 
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going, soft-shouldered, wide-sleeved, bloused 
bodice dress with pleated straight or straight 
gathered fullness of skirt. 
are notable in cossack effects, too, and some- 
times in simple frocks with straight skirts 
and dropped shoulder yokes. 

All smart waistlines are lowered. 

Side closing coat dresses are important 


Bloused bodices 


casuals. 

In sports dresses the raglans, the yokes, 
the drop-shoulders are emphasized, as are 
two-piece types, and the look, 
bloused bodices with set-in belts, the ward- 
robe idea with and matching 
skirts teamed with contrasting jackets. The 
sport to being a 
suit, and all because 
simply tops in all types of sport and casual 
outfits . .. in all fabrics from twill gabar- 
dines, coverts and whipcords of military in- 
finish 


two-piece 
waistcoats 


smart dress comes close 


two-piece suits are 


fluence to soft, French woolens 


and in tweeds in plains to plaids, to wool 


type 


and velveteen combinations. 

Handknits as well as machine knits sold 
as separates or ensembled two-pieces are 
tops, color schemes contrasted or matched. 
In matched suits they're promotional firsts, 
among casuals. 


The casual suit consisting of a full-length 


tweed coat and wool dress is a suit leader 
for a little later. 

The Cossack or narrower tunic jacket 
suit and the longer fitted jacket suit are 


fall news in dress or casual suits as is the 
furred box jacket suit. 

Coat silhouette know, fol 
lows the must lines of the season... that 
of straighter side lines, with what fullness 


news, as you 


there is directly to the fore or back, some- 
front Other are 
slimmed down in wrap-around styles. This 
is the story in cloth and furs, with the new 


times in aprons. coats 


the smoother, rounded shoulders, th 
and tapered 
shoulders hem. 


yokes, 
interesting sleeves over-all 
line from 


Capes count, too. 


down down to 


Right in line with the trend to more and 
casual clothes their balance of 
some extremely dressy costumes, is the ac 
cessory trend to fall. 
lovely, form-fitting and elegant almost dress- 
maker-like in 


dressmaker-like are the suedes and fine fab 


more and 


The dressy suedes are 
and 


shoes. Just as elegant 


rics in bags, with their tucking, shirring, 
draping and gathering, and their exotic 
frames. (Hidden frames may be on_ the 
way.) Black is tops in dress accessories, 


but no longer dominates. Taupe browns to 


wear with blacks and dress browns, greens, 
And sometimes 


blues, golds are news. col- 


ored accessories will match color costumes 
as in some gray-blues. (Note that dress 
gloves are hand in hand with elegant, non- 


fussed-up styling.) 


Cobbler’s colors . to match shoes 
were about to be hosiery color news. But 
now? Well, this is certain colorful 
lisles, patterned cotton-wools and other 
sport stockings are coming up for strong 


promotion. Richer brown-leg tones seem 
be it in casual daytime Nylons, with dress 
terest indicated for off-blacks as a short- 
irt novelty. 
But, frankly, stockings 
less. The hope is some as yet undiscovered 


are anybody’s 


ins of glamorizing a plentiful silk sub- 
tute. 
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JOBBER 


| TERRITORIES 


AVAILABLE 


Write for 
descriptive circular to 


which any store can find a hundred uses .. . 


ing the display of modern packaging . . . 


different displays as there are minutes on the clock . . 
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50 displays in ONE 





Here is a brand new point of sale merchandise display for 


a display any 


manufacturer could use, assured it is the ‘‘focal’’ point in all 
interior and window displays. ® Most spectacular and deco- 
rative display ever created . . . the master touch in dramatiz- 


it has everything. 


® The base unit can be changed into as many completely 


. each 


attractive and attention-getting variation provides all-around 
visibility for the item displayed, and protects merchandise 
from dirt and dust, all at amazingly low cost. © Uses: Jewelry, 
handbags and shoes to bottle goods, cosmetics, delicacies, etc. 


PLASTI-LITE DISPLAYS 


=P 55 WEST 42ND STREET © NEW YORK CITY © PENN. 6-2060 











ESTABLISHED 1925 


formerly 


SCHENKER MANNEQUIN CO. 


“NEW DESIGNS 


MANNEQUINS 


Interchan 
able ar 


Manufactured 
Pier mache or 
©OmpPosition, 





of 
JUNIORS 








geable moy. 





Creators & 
Manufacturers 





For 


CEDAR BARK—bundle of 6 sheets, 15” 
wide, 5'.’ 


Immediate Delivery —ORDER NOW! 


to 18” 
to 6’ tall—$5.00 bundle. 


ASSEMBLED CEDAR FENCES—3’ x 3’—$2.50 ea. 


ORDER FROM 


ADVANCE DISPLAYS 


1020 Arch St. 


Philadelphia, Pa. 











MITTEN DISPLAY LETTERS 


REDLANDS + CALIFORNIA 





Distributors 


LOR SALES CO. 
460 E. Third Street 
Los Angeles, Calif. 
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Sensational Lining and Cov- 
ering Papers By Makers of 
COVERAY give you the rich appear- 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for | 
backgrounds — lining display cases — covering | 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 109% 
washable baked-on enamel finish—all printed 

in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef- 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 
fi -— " 
Thrifty 


FLEXVATITON. 


MOTION MECHANISMS 


@Be os thrifty as the oasiralt 
Sove money as other ~ aymen 
do —use XO units. 
To put if ina nutshell, they cost 
less, because they last so long 
without attention. 


@FINE GEARED MOTORS 
@7URNTABLES: 30 to 1000 /b. loads 


MERKLE-KORFF GEAR CO. 


211-N. MORGAN ST 





















CHICAGO. iLL. 








Clever! 
NoSeam 
Stripes 


New Fall and Christmas Colors now 
available for immediate delivery. 6” 
stripes. 84" wide by 18’ long. 


MAHARAM 


DISPLAY FABRICS & ACCESSORIES 


NEW YORK—130 W. 46th St. 
CHICAGO—6 E. Lake St. 
Los Angeles San Francisco 


St. Louis 


“FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Will Ave. 3 . 
FLAME-GLO CO. Inc. Willow Ave, & 135 St. 
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"ACRES OF DIAMONDS" IN 
TODAY'S MARKET 


[Continued from page 22] 
have established their profession as an in- 
tegral part of this great business of selling 
merchandise. To this group I want to pay 
tribute and to say that their accomplish- 
ments have been an incentive to all of us. 

It is not uncommon for us to have men 
from other branches of retailing present at 
these meetings—and I hope that some are 
here today. What I have to say applies as 
directly to them as to displaymen, and at- 
tempts to give a clearer understanding of 
the display job, its importance and its possi- 
bilities. 

A few months ago an interesting article 
appeared in the Amos Parrish magazine 
which applies directly to display: Rubinoff, 
violinist of radio, stage and screen fame, 
made a bet that he could collect $10 in one 
hour by playing his violin on the streets in 
the disguise of a blind, ragged street fiddler. 
He lost; at the end of the hour his tin cup 
showed a grand total of $1.49. But if he 
had been billed and presented to the public 
as the famous Rubinoff, he could have 
earned big figures, as he always does. 

Just how does this apply to your business 
and your merchandise? Well, is your mer- 
chandise disguised or is it properly dis- 
played and out there playing as only Rubin- 
off can play—professionally, and showing its 
real worth? 

The merchandising moral is simply this: 
don't let your merchandise values go beg- 
ging and penniless for lack of proper iden- 
tification and proper presentation. 

Years ago we were deeply impressed by 
the statements that “Windows are the eyes 
of the store” and “Windows maintain the 
store standard in the eyes of the customer.” 
These are statements of fact but we have 
to go further than that to get a true picture 
of display—and we have much stronger 
statements of fact. 

Here is a statement you can set down in 
capital letters both for the merchant and 
the displayman: display in its true meaning 
is as essential to efficient retail operating 
as are inventory control, buying, advertis- 
ing, auditing or any other of the so-called 
vital fundamentals. 

It might be difficult to agree upon a gen- 
eral definition of the word “display,” but 
the name is unimportant and we can arrive 
at a clear understanding of some of the 
things it stands for. But it would be well 
if we could clear up the impression that 
some people have, and this includes execu- 
tives who should know better, of just what 
are the duties and requirements of a dis- 
playman. 

Here is a quotation from a letter from a 
young man looking for a job as displayman. 
It was submitted to an executive of a large 
company who apparently considered the 
qualifications worthy of mention. “I sculp- 
ture decorative pieces, make moulds and can 
cast in quantity papier mache, plaster or 
rubber. I am a trained artist—studied inte- 
rior decorating at the New York School of 
Design and in addition studied painting and 
sculpture at the National Academy.” This 
was not taken from the biographical file of 
the Art institute but from a letter by a man 
applying for a job as displayman. I am 
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sorry to say that many people in the retail 
ing business, aside from this misguided ay 
plicant, still consider these the proper quali 
fications. 

There are still a few individuals wh 
haven't found out that display is a mai 
sized job in any organization; let me repea 
that display is not a decorative art but a 
integral part of the down-to-earth busines 
of selling merchandise. The sooner tha 
fact is definitely realized and acted upon, th 
sooner our merchandising job as a_ whol 
will improve. 

Display is merchandise presentation an 
should cover every phase of that activity 
starting with the windows and_ including 
every presentation of merchandise in_ thx 
store whether it be table, show case, o: 
trim. 

Let me make myself clear—window display 
has been the foundation of this organization 
and window display will play an important 
part in selling merchandise as well as re 
flecting the store standard. But I believe 
that in the complete and broader conception 
of the display job, window display should be 
considered as just one of the important ac 
tivities of a display executive. I am also 
firmly convinced that, as we establish our 
selves on this broader basis, there are al- 
most unlimited possibilities for us in this 
big job of selling merchandise. 

I am just as firmly convinced that there 
are even greater benefits to be had by the 
merchant who will use to the fullest extent 
the knowledge and ability of the displayman 
to carry on this work in the broader mean- 
ing. 

Some time in the not-too-distant future 
you may see firms advertise something like 
this: “Wanted: for a well-known successful 
retail store—merchandiser and sales anal- 
yst to concentrate on merchandise presenta- 
tion. Prefer man with knowledge of window 
display and desire to handle some of the 
larger aspects of merchandising and promo- 
tional work. Possibilities of this position 
are limited only by your own energy and 
capacity—.” 

Something like that comes closer to the 
actual model of a displayman “and might 
help us make a clean break with the old- 
fashioned conception of “window trimmers.” 

In the old days we were all classed as 
window dressers or window trimmers, and 
our bosses were suspicious of our business 
ability (and probably rightfully so). They 
regarded us only as a necessary but pretty 
useless expense which must be closely 
watched. We have come a long way since 
then, but there is still that question—‘Where 
do I go from here?” This is a question 
which every worthwhile person asks him- 
self; we have all known times when it 
looked as if we were in a rut from which 
there was no escape. 

We are all interested in the progress of 
the display profession and we should right- 
fully visualize ourselves as playing an 1n- 
creasingly important part, eventually gradu- 
ating into even more important retail posi- 
tions. In order to do this we, as well as 
the merchant, must take a broader viewpoint 
of our job. We must prove that we have 
a fundamental knowledge of retail opera- 
tion. 

Our job is to sell merchandise through the 
medium of presenting it effectively to the 
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New Fall Shades 


GRASSWADE .....$1.10 per yard 
FALL LAWN ...... $1.20 per yard 


54 in. wide Autumn Flooring 


These are two of the featured 
items in our new Fall catalogue. 


Write for your Copy Today! 


MARCUS WINDOW DISPLAY SERVICE 
INC. 


114 LINCOLN ST. BOSTON, MASS. 














CUT-OUT 

NEW Tester SIGNS 
Made from patented plastic Material in 
/\ three beautiful colors—Ruby Red, Mar- 
| ble Green, Solid Ivory. Stainless Steel 
track with plastic bases holds letters 
firmly. Suitable for modern window and 
interior displays. Descriptive folder 
and price list free. 


Economical Adv. Display Co. 1572 N. Halsted St. 


Chicago, Ill. 











customer, either in the window or in the 
store—and merchandise presentation right- 
fully includes the efficient use of every 
square foot of selling space inside of the 
store in order that merchandise becomes 
visible, accessible, and easy to buy. 

What goes on behind the scenes before 
a sale is made might fascinate the average 
customer—if he knew about it. But he 
doesn’t know about it and the chances are 
about ten to one that he doesn’t care about 
all the high-powered back-stage machinery 
that turns out the big merchandise show: 
what he wants to know is, “Have you got 
the merchandise I want, where is it, what 
does it look like, and how 


cost? 


much does it 


An interesting item from the files of the 
National Retail Dry Association, 
quoting a chain-store promotion man: 


Goods 


“Probably no division in our respective 
stores has the potential possibilities to cre- 
ate more sales than internal display. Just 
for fun . . . one of our stores asked an 
outdoor advertising company what it would 
pay for a series of plain boards (to be used 
as billboards) about 18 by 54 inches down 
the main aisle of the store. The price of- 
fered for twenty such boards was $1,000 a 
month. This . .. we cite to show what 
an outside agency thinks of the selling 
value of the interior of our stores.” 

It has been estimated (far too modestly) 
that 25 per cent of all store space is wasted 
through loose displays, unseasonable mer- 
chandise or over-display of slow selling 
items. It is our job to find these weak spots in 
merchandise presentations and to show the 
store executives that we know how to cor- 
rect them—and we should show them that 
we know the problems from a sales angle. 

lhere is no position in the store that 
ofers a better opportunity to know every 
phase of merchandising and promotion than 
Our Own position, if we take a store-wide 
view. 

Some years ago a certain book began with 
Ss statement: “No magic formula will be 
ind in the pages of this book.” 
Well use that 


t 


P 
I might 
statement now, “no magic 
mula will be found in these remarks to 
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you.” Frankly, we don’t need magic form- 
ulae in any business today; we are talking 
about the same thing the merchants, store 
owners or managers are talking about—sell- 
ing merchandise—and we are vitally inter- 
ested in operating expenses, selling costs, 
maintenance, advertising, maintained mark- 
up, net profit, ete. 

It is unfortunate that the word “display” 
has to be used; it does not convey or ade- 
quately describe the activity of merchandise 
presentation. Display or merchandise pres- 
entation in modern practice is not a mysteri- 
ous art but a plain common-sense science 
based on facts. It might be defined as the 
business of setting up a machine for selling; 
this machine must be so uncomplicated that 
any salesperson (regular or contingent) can 
operate it; it must be so simple that it will 


work without motive power from. sales- 
people, by helping the customer to buy. 
We have no illusions about what good 


merchandise presentation will or will not 
accomplish. It was never intended to sell 
poor values, unwanted or unseasonable mer- 
chandise; it will not compensate for out-of- 
stock conditions or cure personnel problems. 
But a wholesome, rigidly controlled system 
display 
merchandise in such a way as to enhance 
the sales potentialities of the merchandise 
and such a system will instill in salespeople 


of merchandise presentation will 


the real respect your merchandise deserves. 

The job of merchandise presentation in 
many retail stores needs considerable im- 
provement. In far too many cases there is 
a tendency to let individual, as well as group, 
This activity has 
slipped because the only man in your store 
who is qualified to handle this job has never 
been given an opportunity to use the ability 
he has beyond the actual trimming of win- 


presentations break down. 


dows. 

Displaymen and the display profession 
bear the stigma of their addiction to frills 
and fancies and their complete lack of inter- 
est and knowledge of the fact that every- 
thing they do is for the simple purpose of 
selling merchandise. 

This opinion, true or not, is firmly im- 
bedded in the minds of merchants and ac- 
counts for 90 per cent of the difficulties of 
displaymen, including the size of the pay- 
check. Now, as a matter of fact, merchants 
all over the country are sleeping soundly 
while a great percentage of their selling 
space in the stores remains inactive and un- 
necessary. In my opinion, this also comes 
under the heading of frills and fancies be- 
cause it is often a terrific waste of space 
and a futile effort to impress the customer 
with the vastness of the store. This is cer- 
tainly a far more expensive error on the 
part of store management than the business 
of some foolish displayman installing a front 
of windows which presumably are supposed 
to impress the customer with some indefinite 
impulse. I simply point out this to bring 
out the fact that the entire mistake is not 
on the part of the displayman; the merchant 
himself is perhaps in far greater error. 

A recent survey of the signing situation 
in more than fifty stores indicates that more 
than 75 per cent of the signs on display are 
ineffective from a customer's standpoint be- 
cause of the lack of information that the 


customers would naturally want to know 











school 
days 


® new needs 
@ new purchases 
@ new business 


and NEW 


GLOSSI- 
ROLL 


DISPLAY IDEAS 


to help you set the 
stage .. . attract the 
eyes ... and start a 
new and _ profitable 
slate for FALL. 
GLOSSI-ROLL is pre- 
ferred by well- 
informed displaymen. 
Write for details. 





EXCELSIOR 


PAPER SPECIALTIES 


CO. INC. 
622 W. 57th Street, N. Y. C. 
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HERE’S A “BUY”! 


Fifty, Clear, Sharp Photos of Christmas 
Window and Interior Displays 
For Only $5.00, Plus Postage. 


Reports ideas for Christmas windows, fixtures, 
ledges, columns, booths, attractions, cases, etc., 
in all departments, as used in 1940 by New 
York stores. 
Includes Detailed Descriptions! 
Shipped in an easy-reference, desk file! 
Filled with ideas to help you create 
1941 Christmas Displays! 


Limited Quantity Available!!! Do Order Now! 


RETAIL REPORTING BUREAU 


171 Madison Ave. New York, N. Y. 


Mannequins 
mice? : 


For Mannequins that merchandise see Mileo’s 
completely new line of Men, Women, Misses, 
Juniors, Teen-Age, Children. Write for photos. 


7 West 36th St. ci: aves. New York 
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NEW FALL, WINTER, CHRISTMAS 
VELVELUR 


Backgrounds, Panels, Ledge Trims, Post Trims, 
Flooring 


Styled by THE ACE PAPER co. 
New York City 


COMPLETE LINE OF COLORS AND UNITS 
IN STOCK FOR IMMEDIATE DELIVERY 


GARRISON-WAGNER COMPANY 


“Distributors” 
1629 LOCUST ST. ST. LOUIS, MO. 
Visit Our New Chicago Showroom 
326 West Adams St., Chicago, IIl. 











CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display. Material 
eSigns @ Backgrounds 
e@ Fixtures 


@ Displays 
Send for free Sample and Literature 


228 NO. LASALLE ST. 
10) > @ Cov Velo hap 8 om 


SHOW CASE 


Ask for our New Catalog No. 41 
of modern, low priced cases. 


Detroit Show Case Co., Detroit, Mich. 


Carstenite Sales 




















TRAPHAGEN FOR RESULTS! 
High-salaried, fascinating profession. Unlimited 
OPPORTUNITIES. Demand for workers trained 
in Fash‘on, Interior, and Counter Display by Trap- 
hagen School. Register now for Nay, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 








@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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if they were interested in the merchandise, 
on down the line to statements in complete 
violation of the Federal Trade rulings. 

I do not believe any store can do an effec- 
tive job of merchandise presentation until 
the store manager or owner recognizes this 
as an integral part of the selling 
job and as an activity that has a direct 
and constant influence on customer service 
through the productivity of salespeople. 

Many independent stores do not have a 
true conception of the possibilities of mer- 
chandise presentation. Certain chain stores 
have developed tried and proven principles 
in this field which the independent stores 
might well study, and profit considerably 
by applying these same principles to their 
independent stores. 

Effective merchandise presentation must 
include every display in the store, beginning 
with the display window and extending to 
every interior presentation of merchandise. 
In order for this job to be accomplished, 
must be organized and headed by a man 
who understands display from all angles and 
who has the executive ability to get the 
It calls for a competent man who 
with the complete re- 


activity 


job done. 


should be charged 
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sponsibility for merchandise presentatio: 
It is one of the most important activi 
ties in the store — important enough fo 
the owner or manager to be concerned abou 
it personally—and the displayman should b 
held accountable directly to the owner o 
manager. He should sit in as a membe 
of the planning board of the store—b 
granted the authority to do an _ effectiv 
store-wide job. 

Logically, this activity should be heade: 
by the displayman; he should be given ar 
organization capable of accomplishing. thi 
work, and should be charged with the con 
trol of its budgets. 

The job of display manager is too impor 
tant to be brought down in size to a mai 
who only understands its physical setup 


rather, the man should be built up to fit 


the job to its fullest extent, if he’s capabk 


of handling it. In a good many cases the 


fault lies in not giving the display manage 


an opportunity to exercise the complet: 
scope of his abilities. 

The experience gained in applying the 
principles of sound merchandise presenta 
tion fits the displayman for further promo 


tion. 





The DISPLAY PARADE no.29 


—by Tony Brinker 





WORKING ON BOOK OF 
POETRY WITH 
ILLUSTRATIONS. 





- LIVED AND TRAVELED ON THE CONTINENT 
FOR SEVERAL YEARS STUOVING ART AND 
LOAFING IN GENERAL. CAME TO AMERICA 
IN 1926... IN DISPLAY WORK FOR 10 YEARS... 
8 OF THEM WITH WALKERS. 


FRED WACO 


DISPLAY DIRECTOR, 
WALKER BROS, WICHITA, KAN. 


BORN NEAR LONDON, maaiids LEFT SCHOOL 
AT 14 VOLUNTARILY TO onive, Muwinrons 
TRUCKS FROM MUNITIONS FACTORIES To 
FREIGHT YARDS DURING Ae LAST YEAR 
OF WORLD WAR No.1. STUDIED ART AT 
FAMOUS OLD BRIGATON ART SCHOOL ON 
ENGLANOS SOUTH COAST... HE WAS ALMOST 
TRROWN OUT OF THAT STAID INSTITUTION FoR 
DARING To DEPICT MODERN- 
\SM AND SURREALISM 
INSTEAD OF CLASSIC ART. 





WINDOWS 
wy My 








ENJOYS SWIMMING AND WALKING. 
MARRIED 10 YEARS TO POETRY- 
WRITING WIFE WHOSE WORK was 







rit 
ART... ALMOST WORSHIPS TH 
MURALIST WHose ACQUAINTANCE. WAS MAOE IN MEXICO vA 
Sone EARS AGO. RIVERA AND WASSALL MUTUALLY ADMIRE 

























ARE INSPIRED 
EAT LY ge thw IN MEXICO AND MEXICAN 
RK OF DIEGO RIVERA, CHEK ICAN 


HERS WORK 
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Promotion Displays, Inc. 
Introduces New Product 

A substantial background material, said 
to have many new features, has been placed 
on the display market by Promotion Dis- 
plays, Inc., 23 East 21st street, New York 
City. In the form of a sheet 9 feet by 10 
feet in size, the material is flexible but can 
be made rigid with little effort. Sold under 
the name of “Grecian-Mold,” the sheet has 
wide concave precision flutes and is adapted 
to the making of flat backgrounds, columns, 
or for column coverings, floor settings, shad- 
ow-box effects, and the like. Red, white, 
green and blue are the colors now available, 
either plain or in a choice of two all-over 
motifs—“Spinneret,” an erratic, thread-like 
pattern, and “Milky-Way,” a series of small 
variegated dots or spatters. New 
and designs will be added for the coming 
seasons. 

Promotion Displays, Inc., is well known 
to the display field as a firm of designers 
and creators of many display items. The 
company is headed by Ray M. Pearce, Sr., 
active in this field since 1910, when he began 
his apprenticeship with James McCreery & 
Co., New York City. His associates are 
headed by B. Harold Christenson, art direc- 
tor. 


Workmen Rebuild Windows 
But Displays Continue 


The display windows of Bonwit Teller, 
New York City, were rebuilt early in Au- 
gust, but without interruption to the store’s 
display program. Tom Lee, Bonwit’s dis- 
play manager, arranged things so that shop- 
pers were undistracted by the sight of over- 
alls and hammers, even though the construc- 
tion work went on continuously during the 
day. Most of the window glass was masked 
with paint, leaving small “V-shaped open 
ings through which eight types of manne- 
quins displayed new jewelry. The figures 
were placed close against the glass, leaving 
room behind the temporary backgrounds for 
uninhibited hammering and sawing. 


Kneis Back Once More 
In Retail Display 


Karl Kneis, for many years in charge of 
display for Stix, Baer & Fuller Company, 
St. Louis, and more recently covering the 
South and Southwest territories for several 
equipment manufacturers, has re- 
entered the retail display field as display 
manager for the Thomas W. Garland Com- 
pany, St. Louis. The well-known ready-to- 
wear shop is now undergoing a complete re- 
modeling and expansion program. 


colors 


display 


New Display Director 
For Dewees, Philadelphia 

Succeeding Charles Stuhre, who has been 
inducted into the army, George Dages has 
been appointed display director for B. F. 
Dewees, Inc., Philadelphia. 
merly with Oppenheim, 
Brooklyn. 


Allied-McCall Contest 
Won By Klein 
lirst prize in the Allied-McCall Fashion 
sow window display contest, group two, has 
been awarded to W. S. Klein, Morehouse- 
irtens Company, Columbus, Ohio. 


Dages was for- 
Collins & Co., 
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DISPLAY IS ON DISPLAY! 
AT 326 WEST ADAMS STREET, CHICAGO 


A New Continuous Sho 


GARRISON WAG 


Manufacturers 


LOCUST 


Designers 


1629 








STREET, ST. 


w For Display Men! 


More than 6,000 square feet of 


space, featuring “New Display 
Ideas” daily and seasonally, 
where display men can see 


“America’s Most Complete Line 
of Display Fixtures and Acces- 
sories” in action in the 16 large 
windows, numerous cases, plat- 
eaus and the complete model 
store of this modern show room. 
Mr. W. F. Kramer in charge. 


VISIT THE 

GARRISON 

WAGNER 
SHOW ROOMS 


davseueneere 





Write For Our New 24 

Page Fall Swatch Sup- 

plement and Our 92 
Page Fall Catalog. 


NER COMPANY 


Distributors—Importers 


LOUIS, MO. 


Chicago Show Room 


326 W 


ADAMS, C 


HICAGO, ILL. 





_ Make your displays live 
. . . With SpeedWay Motion © 


Animate your displays with SpeedWay Motors 
and Mechanisms . . . force attention, demon- 
strate and sell, multiply the effectiveness of 
your merchandise display, stage your specials 
on SpeedWay Turntables, that show all sides, 
tell more, sell more. SpeedWay is display 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors and : 
motion mechanisms, that will produce any y a 
motion or series of motions at any speed” 
that plug into any 115 V light circuit, can be 
set up anywhere. 

Write for catalog of SpeedWay Display 

Motors or better still, send rough sketch and 

describe effect wanted. SpeedWay experts 

will tell you how to do it and the costs. 








Take APeek 


;00dman puts the ac 


cent on FLEXIBLE FIG- 


URES (patent applied) 
‘The Climax of 30 Years’ 
Display Experience.” This 


GOODMANIKIN may be 


used in every conceivable 


position, sitting, standing 
tilting, laying down, ot 
kneeling lhe ilexture a¢ 


tion combined with head, 
hands, and feet, which are 
made of sturdy latex rub 


ber, have proven to be the 


most ethcient display ac 
cessories ever produced 
plus the famous GOOD- 
MAN PATENT Sleeve 


Forms, giving the garment 
the most natural look. This 
lifesize figure is priced 
within the reach of all. It 
is the ‘head to foot flex 


ible GOODMANIKIN.” 





Pex oe A distributor in your city, 
‘Easy on the eye 
“kasy on the budget” 


GOODMAN Flexible 


or write direct to 


sieeve Form GO,, MFRS. 


19 West 34th St. New York, N. Y. 
Put life in your headless figures with Flexture 


Na Gea Se eee eS SS See ee eee eee eS 2 


| TAKE A PEEK—Mail Me Today ' 
@ Goodmanikin G1 Standard $29.50 ; 
§ Goodmanikin G2 Deluxe $35.00 
7 Goodmanikin G3 Female $45.00 g 

| 
; Name ' 
| | 
g otreet t 
5 5 
g City : 


TT ttttsttstsththT eT EL ELILSSeeSEeeeeteeefeeseseseFeef 
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QUR FALL, WINTER AND 
CHRISTMAS 







NOW 
READY 


Send for Your Copy 


MULTI-COLOR 
GRADATIONS 
Receiving National Acceptance 
AUTUMN SUNSET 
TWO-TONE OAK LEAVES 
and 
DRIFTING MAPLE LEAVES 
Distinctly Different Fall Panels 


For aitidee: 
CHRISTMAS NIGHT PANELS 


A Holiday Setting DeLuxe 


We are now featuring our 


GIANT SANTA & GIANT 
XMAS TREE PANELS 


Must Be Seen To Be Appreciated 


Headquarters for 


SNOW FLAKE Panels 
TINSEL Design Backgrounds 


National Distributors of 


NoSeam* 


*Reg. U. S. Pat. Office 


The Preferred Extra Wide 


Seamless Display Paper 


COY, DISBROW AND COMPANY, INC. 


686-690 Greenwich St., New York City 


228 North La Salle St., Chicago 





WE ARE KNOWN FOR THE 
UNUSUAL IN DISPLAY 





| Wisconsin, and John Liggett, 
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Garrison-Wagner Opens 
Chicago Showrooms 

What is said to be the largest display fix- 
ture and materials showroom in America, 
comprising more than 6,000 square feet, a 
complete model store, sixteen display win- 
many wall cases and plateaux, has 
been opened by Garrison-Wagner Company 
at 326 West Adams street, Chicago. The 
new showrooms will be in charge of W. F. 
Kramer, formerly manager of the display 
and fixture department of Carson Pirie 
Scott & Co., Wholesale, Chicago. Traveling 
out of Chicago will be Al Wingrove, re- 
cently of Display Creations, who will cover 
formerly of 
Cincinnati, 


dows, 


Reinermann Fixture Company, 


| who will make Michigan and northern Indi- 


| 1627 Locust boulevard, St. 





ana. 

Garrison-Wagner’s home office, located at 
Louis, also an- 
nounces an addition to its sales staff. Henry 
Lambach, for twenty-seven years’ with 
Grimm-Lambach Company, St. Louis, will 
travel parts of Pennsylvania, Kentucky, In- 
diana and Michigan for the firm. 


Starkman To at 
Bliss Display 

The advertisement of the 
Corporation, 460 West 34th street, New 
York City, in the July issue of DISPLAY 
WORLD inadvertently omitted to mention 
that David Starkman, of the Starkman Dis- 
play Center, Los Angeles, will represent 
Bliss on the West coast. Harold Bromel, 
of Carl Bromel & Sons, Detroit, who is rep- 
resenting Bliss in Michigan, Ohio, and Indi- 
ana, will extend his representation to in- 
clude Illinois, Iowa, and Missouri. 


Bliss Display 





Merchandise Shown 
Within Plastic Unit 

“Plasti-Lite” is the name of a novel plas- 
tic displayer just introduced by Plasti-Lite 
Displays, 55 West 42nd street, New York 
City. The unit is in the form of a ball of 
transparent plastic, containing a background 
of quilted rayon, of different color foils, and 
providing space for the display of merchan- 
dise such as bags, perfumes, and the like. 
It is also available with a wreath-surround, 
for Christmas displays. Literature can be 
obtained from the address given above. 





Lavingood bees President 
Of Indiana Group 


Lorin Lavingood, vice-president of the 
Merchandise Presentation Club, South Bend, 
was recently advanced to the presidency due 
to the resignation of James Tolle, president. 
Tolle has left the display field to enter de- 
fense work. The club plans for fall include 
the fifth annual city-wide window show to 
be held on the evening of September 11 in 
cooperation with the Association of Com- 
merce. 





Hoover Hosiery Prize 
To Earle B. Owen 

First prize in a display contest spon- 
sored by Hoover Hosiery Company has been 
awarded to Earle B. Owen, display and ad- 
vertising manager for Davis, Inc., Winston- 
Salem, N. C. 


AUGUST, 194 


Displays That 
REFLECT SALES 
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MIROFLEX 


“Everybody looks at a mirror!” And if you'll 
keep that fact in mind when you're making dis 
plays everybody will look at your displays, too! 
For displays using mirrors are sure attention 
getters, sure sales makers! 
It's an idea—try it! Use MIROFLEX in your 
next display. Regardless of the surface—flat. 
curved, round or other shape—MIROFLEX wiil 
adapt itself to your display. It comes in crysta! 
and gold, blue, pink, green or mottled colors. 
It is easy to use and reasonable in price. It 
will help you sell more! 
@ Samples and prices on request. 
Ask also about Miroflex Mastic 


Cement for mounting on wood, 
glass, fabric, leather, etc. 


HUDSON SPECIALTY COMPANY 


Distributor 
467-469 Eleventh Ave. New York, N. Y. 
BRyant 9-3720-1-2-3 














Displays Can’t Really 
Be Summery Without 
EATON 


GRASS MATS 


e@The luring, velvety green of Eaton Grass 
Mats fairly shouts “Summer” and sets off 
summer merchandise with added sales 
appeal. These aids to better displays are 
easy to use in windows or on counters. 
Keep their fresh appearance indefinitely. 
Economical, too. 


eSCATTER-grass—a new Eaton develop- 
ment—is ideal for filling in odd shaped 
areas. Use it in conjunction with Eaton 
Grass Mats. Looks just like real growing 
grass. Can be re-used many times. 


Prompt delivery from your local display 
jobber. 


EATON BROTHERS CORP. 


NEW YORK 


HAMBURG - - 








You’re Bound To Be Stuck—If You Use 
MYTEE BO & The Miracle 
ni ADHESIVE 
FOR DISSIMILAR MATERIALS 


IRA I. SLOMON {pecans 


Specialist 
Thomson Ave. 





Long Island City, N. Y 
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Wassall And Squires Win 
Camp Display Contest 


S. H. Camp & Co., Jackson, Mich., has | 
innounced the winners in the window dis- | 
play contest held in conjunction with Camp | 
National Posture week in May. Prizes were | 
awarded in two groups, for cities of over | 


100,000 and for those with a smaller popu- 
lation. 

In the first classification, first prize of 
$50 went to Fred Wassall, Walker Brothers, 
Wichita; second prize, $30, to R. E. Mori- 
arty, Sanger Brothers, Dallas, and_ third 
prize of $20 to John E. Cooke, Coulter Dry 
Goods Company, Los Angeles. 

In the smaller cities group, similar prizes 
went to A. L. Squires, Gebhart-Gushard 
Company, Decatur, Ill.; R. J. Patterson, 
Weiss & Goldring, Alexandria, La., and 
M. H. Luber, The Killian Company, Cedar 
Rapids, in that order. 

The judges were Joseph B. McCann, S. 
Kann’s Sons Company, Washington, and 
president of the International Association of 
Display Men; Ray Parks, Leavitt's, Man- 
chester, N. H., and first vice-president of 
the I. A. D. M., and Joseph F. Chadwick, 
The Famous-Barr Company, St. Louis. 





Good Attendance Noted 
For Airpainting School 

The Kadel School of Airpainting, which 
is being sponsored during the first three 
weeks of August by Paasche Airbrush Com- 
pany, 1909 Diversey parkway, and Favor, 
Ruhl & Co., 425 South Wabash avenue, both 
of Chicago, is being well attended by both 
beginning and advanced artists. The course 
includes fashion drawing and air-brush tech- 
nique, advanced illustration in air-brush 
technique, and special work for art instruc- 
tors in the technique of air-brush painting. 
The course is under the direction of George 
W. Kadel, artist and author. 





Interesting Catalogue 
Produced By Artistic 

An elaborate catalogue for the fall season 
has been released by Artistic Window Dis- 
plays, 742 South Hill street, Los Angeles. 
Included are samples and photographs of 
materials ranging from rayon crash, leather- 
ettes, chenille roping, and display decora- 
tives to actual shadow-boxes and complete 
background units. Copies are available on 
request. 





Timbertone Changes 
Headquarters 

The Timbertone Decorative Company, 
specializing in wood, veneer, stone, brick 
and other decorative display materials, has 
moved from 211 East 45th street to enlarged 
headquarters at 109 West 17th street, New 
York City. 





Time Switch Produced 
By International 
Known as the “TS-41,” a reliable, low- 
priced time switch has been placed on the 
niarket by the International Register Com- 
pany, 13 South Throop street, Chicago. It 
designed for the control of signs, window 
hting, flood lighting, and the like. Liter- 
ature is available. 
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The New Economical Wide-Width Heavy 
) Display Paper ““Broad-Sweep”’ 
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) eCAN BE HAND LETTERED eSTANDARD AND NEW COLORS 
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87” x 12-YARD ROLL — 24 GLORIOUS COLORS TO DATE 
eFINE MAT FINISH eSILK SCREEN PROCESSED 


NOW!! COMPLETE LINE IN STOCK READY FOR SHIPMENT 
4 3 7 5 per 87” x 12-Yard Roll 
. 2. 4 and 6-Inch Ribbon Borders to Match 
SPECIAL FALL COLORS— $ 5 OO 


Se I 6S v0 se hens cen eneneoneca 


See Your Dealer or 
WRITE FOR COLOR CARD TODAY 


Capital Merchandising Company 
217 CHRISTOPHER AVE. - - BROOKLYN, NEW mee 
NEW JOBBERS TERRITORIES STILL OPEN 
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It’s New! 
PATTEE'S 


naan Er 


A LIQUID CLEANER FOR MANNEQUINS, 
FORMS, AND BACKGROUNDS 
A new scientific dirt loosening formula that releases 
dirt quickly, leaving a fresh, clean surface. 
Satisfaction guaranteed or money refunded. 
CONTACT NEAREST JOBBER 
Nat Siegel, 39 W. 37th St., New York City 
Carson, Pirie, Scott, 366 West Adams, Chicago 
J. Ralph Hill, 930 Terminal Sales Bldg., Seattle 


DISTRIBUTOR 


CARRATA COMPANY 


1025 W. 7th St., Los Angeles, Calif. 
ADDITIONAL JOBBERS WANTED 

















Stel Py d New & Different! ad 
a 
8° GIANT CURVE “ MATEX ’ 
Rolls 8° wide by 10’ with 314” Flute. Dis-| le CELUPL AST e 
play’s newest material in colors and frosted. s *€ 
e (Cellulose Acetate) e 
In Stock for Immediate Delivery @ Complete Stock in Rolls and Sheets. 
Clear .. . Fluorescent . . . Embossed. 

GARRISON-WAGNER COMPANY | @ sd 
“Distributors” e M A H A R A M : 

1627 Locust St. St. Louis, Mo. e DISPLAY FABRICS & ACCESSORIES 
VISIT OUR NEW CHICAGO SHOWROOM e NEW YORK—130 W. 46th St. ad 
326 West Adams Street, Chicago, Illinois ° a. i on e 
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OPPORTUN ITY EXCHANGE 








A VERY WELL-KNOWN 
FIXTURE CONCERN 


which has been established in the 
Middle West for many years, must 
be sold quickly. 


This concern has an enviable repu- 
tation, and is a real money maker 
for either one or two wide-awake 
young men. 


An investment of slightly more than 
$10,000 cash is required. 


For very urgent reasons an imme- 
diate sale is imperative. 


Address “‘A, P.”’ 
Care DISPLAY WORLD 


XMAS DISPLAY MATERIAL 
SACRIFICED! 


7 Adler-Jones Visca Branch Displayers. Cost 
$32 each; will sell for $15 each. 

5 Gross 7” Red Cellophane Bells. Will sell for 
$10 per gross. 

5 Gross 4’ Red Metallic Leaf Sprays. Cost $98.50 
per gross; will sell for $45 per gross. 

960 Yds. White Cotton Rope, %” diam. Will sell 
for 2c per yd. 

600 Yds. White Cotton Rope, 4” diam. Will sell 
for le per yd. 

Samples of any of this material will be mailed 

on request. 

Address E. W. QUINTRELL, Disp. Mgr. 

The Elder & Johnston Co., Dayton, Ohio 














WANTED! 


Quality MECHANICAL TOY WINDOW 
Setting—to be used in Department Store 
window, size 16 by 7% feet. Send photos, 


price and general information at once to 


F. H. BOYD, Display Mgr. 
COYLE AND RICHARDSON, INC. 


Charleston - - - West Virginia 


Popular Xmas Specialties 
For Sale Cheap! 


1 Stensgaard — Santa Entering Chimney 
Mechanical Book; used only three 
weeks. Cost $87.10. Will sell for $40. 


2 Mechanical Deer Heads. Cost $65 ea. 
Will sell for $30 ea. 
Address E. W. Quintrell 
Display Manager 


THE ELDER & JOHNSTON CO. 
Dayton, Ohio 








DISPLAY MANAGER 
Seeks fresh opportunity. His orignality, indus- 
try, and ability to sell goods and prestige via 
windows and interior displays have ben thor- 
oughly demonstrated during his twelve years’ 
experience in better stores. Now in South, but 
will go anywhere for RIGHT position. 


Address “B. G.,”? care DISPLAY WORLD 








SALESMEN WANTED 
To sell a good line of Xmas display accessories. 
Attractive commissions payable weekly — for 
Ohio, Pennsylvania, Virginia, North Carolina, 
Kentucky and Tennessee territor‘es. Opportun 
ity for traveling men to earn additional income. 
Address “D. C.” 


Care DISPLAY WORLD 





Wanted—lDisplay position, age 28, mar- 
ired, gentile, 7 yrs. exp. in better type 
stores only. In charge present dept. 2 yrs. 
Above average references exchanged. 
Write today, “ALERT,” care DISPLAY 
WORLD, 175 Fifth Ave., New York City. 
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THINK THIS OVER 
[Continued from page 35] 


man, J. K. Wilson Company, Dallas, sey 
enth; A. T. Kalasky, W. B. Davis Company 
Cleveland, eighth; Mark Kelly, Harris & 
Frank, Los Angeles, ninth, and W. A. Ras 
mussen, Florsheim Shoes, Denver, tenth 
The second contest deals with the theme o: 
“Back to School” and closes midnight, Sep 
tember 30. Get busy now and give Rude 
Kieffer, Blei and all the rest some real com 
petition. 


Half of August is gone... the fur mont! 
becomes a hosiery month as all records fo: 
sales are broken when the government de 
cides to clamp down on Japan... the dis 
playman who put in a hosiery window th« 
night before the order was issued must have 
thought he did a great job when he came to 
work the next morning and saw the women- 
folk ten and twelve deep at the counters, 
reaching and shouting for the one item that 
has always done a flattering cover-up job 
on one-third of their chassis ... any minute 
now I expect to be called on to strip ‘em off 
my mannequins in the windows. 








OPPORTUNITY! 


Long established display manufacturer 
wants representatives for sale of inex- 
pensive papier mache set pieces, back- 
grounds, merchandisers and forms. Line 
finds ready acceptance. Territories now 
open preferably on dealer basis, dealer 
carrying own accounts. Will consider 
also commission men. Following sections 
available: (1) Nebraska, (2) Minnesota, 
(3) Wisconsin, (4) Florida, (5) Tennes- 
see, (6) Alabama-Georgia, (7) Virginia 
and Carolinas, (8) Colorado. 


Address ‘*M. O.” 
Care DISPLAY WORLD 











Displayman Wanted 
An opportunity for an experienced dis- 


playman to join display staff at 


ROBERTSON’S, South Bend, Indiana 
Give full details in first letter. 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In contitiuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, II. 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 





CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo- 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet “DW.” 


DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 








WANTED—DISPLAY MANAGER 


A-1 displayman wanted by high-grade men’s and 
boys’ wear store in a community of 500,000. Ex- 
cellent opportunity for first-class man. Write 
full particulars and give references. 


Address “M. W.” 
Care DISPLAY WORLD 











COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DWS8. 











WANT ADS—Of all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch, 
cash with order. September forms close September 10. 





FOR SALE 
Four-piece Monkey Band. Like new. 
One-third original price. Only $50. For 
further details write 
LYNDEN DEPARTMENT STORE 
Lynden, Wash. 








DISPLAYMAN WANTED—In a _ medium-size 
special store, located 125 miles south of Wash 
ington, D. C. Young man must be highly cre 
ative and have the ability to construct back 
grounds and do poster and sign work. $35 a 
week salary. Give details and photographs of 
work in first letter. Address “SUCCESS,” 
Box 709, Harrisonburg, Va. 








FOR SALE 
Printosign Machine—Cost $890 six years 
ago — offered for quick sale to highest 
bidder. For full particulars, write 
BUTLER BROTHERS 
Baltimore & Liberty Sts., Baltimore, Md. 








SALESMEN and JOBBERS WANTED 
To handle a new line of flexible display- 
ers. Practical, distinctive and moderate 
in price. 
Address “M, D.” 
Care DISPLAY WORLD 
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Dramatize Displays With 


ROTO-SHO 


The im- 
proved 
noiseless 
Roto-Sho 
is a hori- 
zontal, 
carries any 





turntable. It 
weight from 2 eunces to 200 pounds. 
Yet the operating cost is 


only 1% cent a day....... $8.95 


Exclusive Distributor for Display 


electric 


MAHARAM 


DISPLAY FABRICS & ACCESSORIES 


NEW YORK—130 W. 46th St. 
CHICAGO—6 E. Lake St. 
Los Angeles San Francisco 


St. Louis 








THE NATION’S MOST POPULAR 
CORRUGATED DISPLAY PAPERS 





REYTRIM and REYCURV 


3/16” Corrugations 1” Corrugations 
60” Wide 48" Wide 


All Colors in Stock for Immediate Delivery 


GARRISON-WAGNER COMPANY 


DISTRIBUTORS 
1629 Locust Street St. Louis, Mo. 
Chicago Show Room—326 W. Adams—Chicago 


MARLBORO 
CORONET 


The Ultimate 


in mannequins 
Presented by 


The Display Equipment Corp. 


147 West 37th Street New York City 

















DISPLAY YOUR 


CHRISTMAS TREE 


THIS YEAR WITH A 
REVOLVING STAND 
. With Lights Flashing 


M. Moister & Co., Mfrs. 
2nd & Bristol Philadelphia, Pa. 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 














Quick, Prompt Delivery on all items made by 
R-Tex Mfg. Co. “The Hits of the Season’’—Two- 
tone colors Spiral Tubes, 9’ high x 112". diam. 
New Kraktone finish Panels, 7’, 8’, and 9’ high 
by 42” wide. Tubes 6 for $5.00 or $9.00 doz. 
Panels, $2.50, $2.75, $3.00 ea. (choice of colors). 


ADVANCE DISPLAYS 


1020 ARCH ST. PHILADELPHIA, PA. 














@Please Mention DISPLAY WORLD When 
Writing Advertisers 


| muslin, but do not stretch tight. 


DISPLAY WORLD 





Question: We have been experimenting 
with the use of colored light in our win- 
dows. Enclosed you will find a sketch of a 


proposed display in which the central back- 
figure is in the form of a 
statue. Can you suggest an interesting light- 
ing treatment for this? We want the figure 
to catch the but still not “over-power” 
the rest of the display.—Atlanta. 

Answer: Assuming that the 


ground shown 


eye 


will 
be white, you can obtain an interesting ef- 
fect by using two color spotlights, focusing 
on the statue from opposite directions. The 
lights from both will mix and form 
one color on the highlights of the figure and 
other colors in the niches and folds. 


“statue” 


sides 


Question: We want to make up some tem- 
porary panels. They must be kept as light as 
possible. Could we make up a wood frame- 
work and cover it with some kind of fabric 
and still get 
Peoria, Il. 

Answer: First be sure your framework is 
Cover with unbleached 
the 


a satisfactory appearance? 


stoutly constructed. 
Give 


muslin a coat of glue size and then paint 


with a good flat oil or a water color paint. 
The fabric will shrink and present a hard, 
smooth surface that can be used as you 





wish. 


Question: Can you give us a simple meth- 
of making “frosted” 

Vancouver, B. C. 
Answer: Dip thick 

solution of laundry starch and then sprinkle 


od tree branches ? 


bare branches in a 


with artificial snow. 


Question: How can we mount some tools 


or gadgets on panels for an interior dis- 
play ?—Athens, Ga. 
Answer: Use an ice pick or similar in- 


strument to punch small holes on each side 
of the tool to be mounted. Run a small loop 
of wire over the tool, through the holes and 
out at the rear. This is tightened by twist- 
ing. If the panel is of some material which 
would make punching holes impractical, at- 
tach the gadgets by loops of narrow elas- 
tic, stapling the ends to the panel with a 
tacker. 





| 
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THE ONLY FORM ON 
THE MARKET that really 


SAVES SUTRTS 





PAT. No. 


2.245.905 





DARLING’S 
SAVE-A-SHIRT COAT FORM 


No. F-213—The new exclusive Save-a-Shirt Coat 
Form with patented features to eliminate unfolding 
or the use of pins in shirt. This saves time in your 
trimming with the added advantage of no recon 
ditioning expense. The shirt you can be re 
turned to stock 1n its original condition. It makes 
it possible to change the shirts on a form with 
little lost motion, without removing the form from 
display position. 


use 


Furnished in new semi-drape style with either gen 


uine walnut, or bleached oak neck block in the 
popular sizes, 36, 37, 38 Form is jersey covered 
with an adjusting flange to slip standard 5%” 


upright 


With bleached oak 
neck block 


37-60 


DARLING 


With walnut wood 
neck block 


97-45 


each net 


SEE YOUR 


Question: When sales ing women’s strap DISTRIBU TO R TODAY! 


slippers we have difficulty in keeping the 
straps standing up as they would appear 
when worn. What would vou suggest? 


Pueblo, Colo. 

Answer: Manv displavmen remedy this as 
first stuff the slipper toe with tissue 
Apply white shellac on the inside of 


follows: 
paper. 


the strap and place a short flexible stick 
bamboo or rattan, for example—with one 
end on the tissue padding and the other 


against the inside of the back of the slipper. 
When the shellac is dry, remove the stick 


and the strap will maintain its arched ef- 
fect. A little alcohol on a cloth will remove 
all signs of the shellac when the slipper 


Some display- 
place of the 


is removed from the display. 
men use ordinary starch in 
shellac. 


| 
} 


| 
| 


in all principal cities 





BRONSON 


MICHIGAN 
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Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line. in 
which you are interested. If you do not find 
your needs listed on this blank, write a > al 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
———, Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color — ng 
Crepe ag 

Composit Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Baletging Projectors 
Fabrics and Trimmings 
Fixtures 

Aer a and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 
Store Fronts 

Tackers 

Time Switches 
Turntables 

Valances 

Wall Board 

Wi 


[ gs 
(J Window Lighting 


De you wish a copy of their catalogue? 
Do you plan to remodel your store soon? 
(J Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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AUGUST, 1916 


W. F. Allert, for the past six and one- 
half years head of display for R. H. Macy & 
Co., New York City, resigned. Other Macy 
display changes included the resignation of 
F. J. Hardesty, who left to become display 
manager for Yeager’s, Akron, and Norman 
Moore, who went with W. K. Georges Com- 
pany, as display manager. 


Jack 
Gimbel’s, 
of display for 
burgh. 


The 19th annual convention of the Inter- 
national Association of Display Men was 
held in Chicago, and hailed as a great suc- 


,oston, 


display staff of 
to assume charge 
Pitts- 


Darling left the 
New York City, 
The Bedell Company, 


cess. E. J. Berg, Burgess-Nash Company, 
Omaha, was elected president. L. A. Rogers, 
Detroit, was named first vice-president; 
Malcolm J. B. Tennent, Meier & Frank, 
Portland, Ore., second vice-president, and 
Carl Meier, Davenport, Iowa, third vice- 
president. . .. Carl W. Ahlroth, The Union 
Company, Columbus, Ohio, won the grand 


prize in the annual photograph contest, with 
Malcolm Tennent as runner-up... . St. Louis 
was selected as the next convention city. 
Members of the Los Angeles branch of 
the California Window Display Men’s Asso- 
ciation enjoyed an outing at Long Beach. 


AUGUST, 1931 


Iowa displaymen held their annual con- 
vention at Des Moines. Arrangements were 
made to include displaymen from Nebraska 
at the next meeting. Officers of the Iowa 
association were: president, J. H. Everetts, 
M. L. Parker Company, Davenport; vice- 
presidents, Ray Larson, T. S. Martin Com- 
pany, Sioux City; Max Berck, Frankel’s, 
Des Moines, and Tom Frey, J. D. Van Allen 
& Son, Clinton; secretary-treasurer, L. E. 
Williams, The Boston Store, Fort Dodge. 


Several changes were made in the Sears, 
Roebuck & Co. display set-up. J. B. Honold 
was transferred from the Philadelphia office 
to the national headquarters at Chicago, to 
serve as assistant to L. S. Janes, national di- 
rector of display. S. W. Jester, who had 
been with Montgomery Ward & Co., was 
appointed to the editorial division of Sears’ 
display division. E. T. Helms was named 
display manager of the Dallas district. P. S. 
Williams, formerly display manager for 
Scruggs, Vandervoort & Barney, St. Louis, 
was appointed to do district display work in 
the eastern territory. 


George Wihlberg, formerly with Orkin’s, 
became display manager for Ohringer’s, 
New York City. 

L. Weissman, Peck & Peck, New York 


City, sailed for a three-week visit to Paris. 

John Stiff became display manager for 
Sanger Brothers, Dallas. He had been with 
J. Goldsmith & Sons, Memphis. 


AUGUST, 194 
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WRAMATHIE 


PLENIGLAS 1) 


DISPLAYS 


BY L. A. DARLING 


e THERE'S @ completely modern air 
about PLEXIGLAS displays- They're new, 
eye-catching, and—thanks to their dra- 
matic, transparent eurves—entirely dif- 
ferent from conventional displays- 

Put PLEXIGLAS displays to work in 
your windows and on your counters. 
Their jew el-like beauty will enhance the 
beauty of your products. Their crystal 
clarity will enable shoppers to see every 
angle of your merchandise + + * and 
make them buy it. 

Your dealer has PLEXIGLAS displays 


to fill every display need. 


af 
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ALWAYS LOOK FOR THE TAG THAT IDEN- 
TIFIES GENUINE PLEXIGLAS DISPLAYS 
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ROHM & HAAS COMPANY 


facturers of Leathe WASHIN 
f ‘ “ GT re 
and Textile Specialties and Finishes. Enzymes = SQUARE, PHILADELPHIA 
" . . Crystal-Clear Acrylic Plasti 8 , PA. 
Plastics . 


. Synthetic insectici 
ides . . Fungicides 














HERE ARE 69 
| DISPLAY IDEAS 
to help you sell! 


ON’T let the dog days fool 

you! The heavy Fall and Win- 
ter selling season’s just around the 
corner. Right now (while merchan- 
dise is available) is the time to plan 
to give new twists to your displays 
featuring the good old _ holiday 
spirit! 

You'll find all the ideas you need 
— and more — im these brand-new 
Quali-Craft Display Guides for Au- 
tumn and Christmas 1941. Just off 
the press, these two volumes contain 
a total of 69 display suggestions 
covering every use for modern dis- 
play papers — backgrounds, murals, 
valances, columns, panels, ledges, 
edging, etc. All materials they rec- 
ommend for each use are tuned to 
the coming Fall and Winter season, f 
styled in the distinctive Quali-Craft 
manner and designed for extra sales. 

Send for these two valuable book- 
lets now—and enjoy happier, more 
profitable holidays later. Just fill out 
and mail the coupon for your copies. 

















The Sherwin-Williams Co. - 
SHERWIN-WILLIAMS @&  octs.mr 
Please send me, Free, both the Autumn and Christmas issues ™ 


of your Quali-Craft Display Guides, showing new Quali- 
A N D ‘ sa Craft materials and 69 display ideas for Fall and Christmas. 





